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Rough Proofs 


If you nave been wondering what 
ever became of the old-fashioned 
man who used to sign “Jno.” as the 
abbreviation for John, he’s now 
nding out the notices for the an- 
nual meetings of the L. & N. rail- 
road. 


* FF ¥ 


After asking the legislature for 


$400,000 for tourist promotion and 


getting $325,000, Gov. Van Wagoner, | 
of Michigan, says he thinks they 


can do a pretty fair job. He talks 
just like an advertising man. 


v v v 
When your favorite Washington 
columnist says the Treasury made 
a 300 per cent error by estimating 
a tax item at $100,000,000 instead 


of the $300,000,000 actually realized, | 


you begin to doubt his infallibility. 
v v v 


Leon Henderson, the _ tell-’em- 
where-to-get-off boy of the national 
,dministration, has been handed the 
Jb of price stabilization, and Lord, 
how he dreads it. 


, VF F 


If there is anybody in the coun- 
try who would get as much fun 
cracking down on those great big 
industrialists as Mr. Henderson, the 
Bureau of the Census has not yet 
identified him. 


» FF 9% 


=f listener polls _ indicate | 


that @ld Charlie McCarthy ain't 
what he used to be, but he still | 
makes a pretty useful crutch for 


Edgar Bergen to lean on. 


eS } 


The Merrill Lynch financial ad- 
vertising campaign seems to have 
really clicked. Looks if Wall 
Street could make more money 
worrying about the customers in- 
stead of the SEC. 


as 


i 


Maybe the thing Merrill Lynch 
found out ahead of the rest of the 


boys is that the financial business 
Ss now on a retail instead of a 
wholesale basis. 

v v v 


If these strikes in the defense in- 


lustries continue, Mrs. R’s cheerful 
rediction that housewives will 
ave to make sacrifices may prove 


‘o be pretty good turn-calling 


. ¥ F¥ 


General Electric offers “the truth 
refrigeration.” The 
item seems to be that you 
get as many aluminum trays 
id been led to expect 


ut today’s 


n 


’ v v 


re allergic to goose feath- 
Pennsylvania will gladly 
you up with a special pillow. 
if you are allergic to 
clerks? 
v v v 


ld D. Barnard has just 
In ill for $13,000 for cam- 


alg W on W. Willkie’s throat. 


® good doctor should have col- 

ed h ee before Nov. 5. seems 

thoug! 

v ’ ’ 

o After iting the Lincoln saga, 
m San irg probably thinks con- 
Senne 0 words to the Chicago 
“uMday Times is hardly enough to 
Ret his ty . 


vriter warmed up. 


Copy Cus. 


TNEC Asks Miller- 
Tydings Act Repeal 
in Final Report 


; pro 
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Prevents perspiration odor 

... Safely checks moisture 
SWEETENS AND NEUTRALIZES PERSPIRATION ODOR 


Not a liquid..Not a paste 


new dehghtful torn ® ualel 
a bovely botion & dicen't erate 


@ rubs in instantly no 


hecks mowsture 


a after shaving 
waiting to dry @ deen't dale a ode 
@& makes perspiration odor: dresses... greavelens, 
less . . sweetens 


underarms harmless 


MADE BY THE MAKESS C* PHILLIPS) MILK OF MAGNESIA catams 


Although national distribution is not 
expected before next year, this Phillips’ 
Deodorant Lotion is being tested in five 
newspaper markets. For details of this 
and other current test campaigns, see 
the "test campaign" feature on Page 49. 


NAEA Leaders Set 
Up Group to Study 
General Advertising 


Making Newspaper Bet- 
ter Medium Dominates 
Indiana Session 


(Other NAEA stories on Pages 
6 and 8) 


French Lick Springs, Ind., Mar. 
31.—“How to make the newspaper 
a more acceptable medium to the 
general advertiser” might have been 
used the theme for the annual 
convention of the Newspaper Ad- 
vertising Executives’ Association, 
which closed a_ three-day 
here today. 

Every phase of the subject 
discussed, with contributions 
only from newspaper executives, 
but from agency men and others 
representing the advertiser's point 
of view. The discussions, many of 
which were off the record, culmi- 
nated in the adoption of a resolu- 
tion to form a committee to survey 
trends in general advertising 
means of increasing general adver- 
tising volume in newspapers 


as 


session 


Was 
not 


as a 


Patterson Named Chairman 


Don Patterson, national advertis- 
ing manager of the Scripps-Howard 
Newspapers, was appointed 
man of the committee. His associ- 
ates are James R. Brumby, Atlanta 
Journal; William H. Moore, Detroit 
News: P. J. LaBounty, Pantagraph, 
Bloomington, IIl.; F. B. Hurd, Provwi- 
dence Journal - Bulletin: Walter C. 
Pfaffenberger, Los Angeles Times; 
Robert K. Drew, Milwaukee Journal; 
Stacey Bowman, South Bend Trib- 
une: Paul Gorham, Illinois Daily 
Newspaper Markets; Aubrey Mur- 

(Continued on Page 46) 
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Calls for National Char- 
ters, More Anti-Trust 
Policing Funds 


Washington, D. C., April 1 
/Recommendations to Congress fo: 
the repeal of the Miller-Tydings 
Act, establishment of national char- 
ters for corporations and increased 
appropriations for the Federal 
Trade Commission and the Depart- 
ment of Justice to expand anti-trust 
policing, featured the final report ol 
the Temporary National Economic 
Committee made public here this 
| week. 

Also urged were mandatory regis- 
|tration and periodic reporting by 
national trade legisla- 
|tion to prevent patents being used 
| to restrain trade, establishment of 
a committee on federal-state rela- 
tionships to seek elimination of 
interstate trade barriers, and enact- 
ment of a statute prohibiting life 
insurance companies from advertis- 
ing by mail, radio or other means 
of interstate communication to sell 
insurance in states where they are 
| not licensed. 
| Issuance of the report capped a 
| three-year investigation into con- 
|centration of economic power by a 
16-man committee which under- 
went numerous changes during the 
course of the study. In magnitude 
of published records and number 
and scope of public hearings, 
TNEC’s work tops that of any pre- 
vious survey initiated by Congress 


Heard 


TNEC listened to 552 witnesses, 
recorded 20,000 pages of testimony, 
circulated 230,000 copies of 
the hearings and 44 monographs, 
and spent $1,062,000. At 
180 people were on its staff, most 
of whom have already been demo- 
bilized The committee goes out 
of existence officially April 3 

Sen. Joseph C O'Mahoney, 
Wyoming Democrat who headed 
|the committee from start to finish, 
told the Senate in submitting 
report that “within the compass of 
these volumes is to found the 
substance of the reorganization for 

(Continued on Page 45) 
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U. S. Committee Starts 
Drive in 350 S. A. Dailies 


FOR SOUTH AMERICA 
Lops Tove Jo 


un deen 


fe Tem 

Initial copy in the government spon- 

sored drive for Latin-American tourist 
business. 


Minimum, Resale 


Prices the Same, 
U. §. Court Holds 


Mennen Decision May 
Affect Contracts in 17. 
States 


New York, April 2. The U. S 
district court for the eastern dis- 
trict of Louisiana has just handed 


down a decision in the case of The 
Mennen Company vs. Krauss Com- 
pany, Ltd., which may have a seri- 
ous effect on the operation of fair 
trade laws in many states, the Toilet 


Goods Association has advised its 
members. 
The action was based on the 


Louisiana fair trade act which per- 
mits fair trade contracts to be made 
in the state prohibiting retailers 
from reselling an article “except at 
the price stipulated” by the manu- 
facturer 

“Under the Mennen contract,” 

(Continued on Page 48) 


Last Minute News Flashes 


“Soapless Suds Cubes” to Test Public Reaction 


New York, April 4 
debut in consumer 
pany, Philadelphia, launches 


Nalon 


Martin, New York, is the 


agency 


“soapless 


advertising April 


suds 
when 


cubes” will make thei 


16, Naylee Chemical Com- 


i test campaign in Schenectady newspapers, 
with 28-line teaser copy followed by 600 and 300-line insertion 


Ro 10 = 


‘David Laux Named Penn Tobacco Account Executive 


New York, April 4 H. M 


Kiesewette 


Advertising Agency today 


appointed David N. Laux, at one time advertising manager of Pictorial 
Review, as account executive on the newly-acquired Penn Tobacco ac- 


; count 


Morgan Ryan, of the agency’s radio department, will be produc- 


tion chief on Penn’s Vox Pop program 


Toledo, O., April 4.—With 


Willys Americar Goes Into 20 New Markets 


Americar 


March sales 77 per cent over 


February, following a 50 per cent boost in newspaper advertising, Willys- 


Overland will extend its campaign to 


coast this month. 


trade-in allowance on any car, regardless of age 


poration is the agency 


20 additional cities from coast to 


Two April insertions will feature a minimum $150 


U. S. Advertising Cor- 


Expect 40 Stations in New FM Network 


New York, April 4 


Associated Broadcasting Corporation will be the 


name of the first nationwide FM network being formed by a group of 
station operators headed by John Shepard III, head of Yankee Network 


and FM Broadcasters, Inc 


charge of preliminary organization 


Jack Latham of Roy S. Durstine, Inc., is in 


‘launched 


| dependent 


| 1Ca, 


Five Agencies Place 
$600,000 Goodwill 
Travel Campaign 


New York, April 3.—Advertising 
will occupy the limelight as a 
means of implementing the “Good 
Neighbor” policy in Latin America 
in the near future when an exten- 
sive campaign is 
in 


about 350 news- 
papers inviting 
visitors to the 
United States 
and aiming at a 
better under- 
standing among 


“the free and in- 
peo- 
ples of the West- 
ern Hemisphere.” 

The campaign, 
involving an ex- 
penditure of 
$600,000, is to be 
Inter - American Travel Committee 
and represents one phase of the 
program of Nelson Rockefeller’s 
organization to improve commer- 
cial and cultural relations between 
the United States and Latin Amer- 
Full-page insertions will ap- 
pear in the newspapers on the list 
over a 35-week period. 

Actively in charge of the project 
will be the Export Information 
Bureau of the American Association 
of Advertising Agencies, which 
recently was commissioned to con- 
duct a series of market and media 


Russell Pierce 


sponsored by the 


studies in Central and South 
America. (ADVERTISING AGE, Feb. 
24.) Russell Pierce, on leave of 


absence from his post as vice-presi- 
dent of J. Walter Thompson Com- 
pany, has been named advertising 
director of the Bureau. Dr. Hadley 
Cantril, formerly of Princeton Uni- 


versity, is research 


director in 
charge of the market and media 
studies. 
Five Agencies Used 
Five agencies will share the 


assignment of placing the campaign 
in Latin America: J. Walter Thomp- 
son Company, in 
Argentina, Para- 
guay and Ura- 
guay; McCann- 
Erickson, in 
Chile and Brazil; 
and in the re- 
mainder of the 
territory Export 
Advertising 
Agency, National 
Export Advertis- 
ing Service, and 
Irwin Vladimir & 


Walter C. Rundle Co 

Associated with 
Mr. Pierce will be Harry Hult, 
art director; Walter O'Meara, for- 


merly vice-president of 
sowles, copy director; 
Williams, formerly with Dorland 
International, in charge media: 
and Frank J. Ariza, editor, Cine- 
Mundial, and Crispim Dos Santos, 
copywriters in Spanish and Portu- 
guese, respectively. 

Mr. Pierce, a member of the J 
Walter Thompson organization fo: 
14 years, helped organize _ the 
agency’s South American operations 
and was manager of the Buenos 
Aires office. He lived in Argentina 
for seven years and speaks Spanish 
fluently. Mr. Hult, who is also on 
leave from Thompson, served with 
the agency in Argentina as well as 
Australia 

The Inter-American Travel Com- 


Benton & 
William A 
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ADVERTISING AGE 


April 7, 194) 


mittee, made up of key figures in 
the travel and tourist field, will be 
directed by Walter C. Rundle, on 
leave as assistant vice-president ot 
the American Express Company. 


Will Feature Testimonials 


Copy throughout the campaign 
will be keyed by testimonials fea- 
turing well-known Latin-American 
personalities who will describ — the 
pleasures of traveling in the United 


States. One of the first insertions, 
for example, will spotlight Sra. 
Guiomar Novaes Pinto, eminent 


Brazilian pianist, with her husband, 
a prominent architect and musician. 

“Magic New York” is the main 
headline, with “We enjoyed every 


minute of it” as the sub-head. Pic- 
tures and descriptive copy tell of 
the view entering New York har- 


bor, the breath-taking splendor of 
Rockefeller Center, and the thrills 
of LaGuardia Airport, the Metro- 
politan Opera, and Fifth avenue. 

Each advertisement will wind up 
with “A Welcome for You .. . from 
the People of the United States.” 
Copy reads, in part: 

“To the people of all the other 


Republics of the Western Hemi- 
sphere we send greetings ... anda 
cordial invitation to visit our coun- 


try. 
“We invite parents of children in 
our schools to share with them 


|invite you, most cordially and sin- 


| write to the nearest steamship, air 


happy vacation in these United 
States. 

“We invite business men who are 
coming North to bring their families 
with them. 

“We invite students, artists, pro- 
fessional men and women and those 
who travel simply for pleasure. 

“All of you, we think, will find 
much to see and enjoy in our coun- 
try ...in its great cities, its centers | 
of science, art and music its 
vast engineering works and natural 
wonders .. . its sports, amusements 
and diversions. . . 

Emphasizes Unity 
“We invite you to come for these. | 


But even more, we invite you be- 
cause we want to meet you and 
know you better. 


“For as you and we—the free and 
independent peoples of the Western 
Hemisphere grow to know and 
understand each other so will that 
spiritual unity so vital to our com- 
mon destiny be strengthened. 

“In that candid and friendly spirit 
increasing numbers of our own peo- 
ple are visiting you. We appreciate 
the friendly welcome you _ have| 
given us. In the same spirit we 


cerely, to come to see us and our 
country. We suggest you talk or 


or travel agent for travel informa- 
tion.” 


| the 


Continental Releases 


First Copy on New Bread 
New York, April 4. — Continental 
Baking Corporation has_ released 
first copy for Staff, called a “new 
and revolutionary kind of bread” 
in full-page newspaper space in 
Rochester. Next market is Wash- 
ington, due to break Monday. Ex- 
pansion will be rapid in other key 
markets throughout the country 
within the next few weeks. 
Although Staff is claimed to con- 
tain four times more natural vita- 
min B, than ordinary white bread, 
Staff differs from the recent flood 
of “enriched” products in that it 
contains natural vitamins and min- 
erals. Continental developed a new 
process for retaining wheat’s nat- 
ural vitamin content but discarded 


| indigestible portions of the grain. 


A special plant to produce the 
new flour has been built in Kansas 
City with current production 1,000 
barrels daily. This is being stepped 
up rapidly and after Continental’s 
requirements are met, the process 
will be licensed to others. A heavy 


promotion campaign is_ indicated 
with “Eat Staff for Life” as the 
|slogan. Ted Bates is the agency. 


Schoenewald Advanced 


L. C. Schoenewald, with Encyclo- 
pedia Britannica, Inc., Chicago, for 
past eight years, and most 
recently general sales manager, has 
been elected vice-president in 


icharge of sales of the company. 


3-dimensional selling power 
is what your advertising gets in 
The New York Times Magazine: 
1 nation-wide market of over 
800,000 brand-buying families; 
2 buying power concentration 


in New York and big-buying cities 


all over the country; 3 the tremendous 


selling power that makes The New York Times 


America’s biggest Sunday advertising medium. 


If proved-by-experience selling power 


like this is what you want for your 
magazine schedules, there's no better 
time than now to ask us for 
details about The New York Times Magazine. 


Priorities Loom 
as Question Mark 
in Packaging 


Suggest Standardiza- 
tion; New Plastic Tube 
ls Promised 


(Other Stories 
conference on 


of the packaging 
Pages 30 and 31) 


Chicago, April 2.—Whether prior- 
ities will be exercised on paper and 
paper boxes in the packaging indus- 
try by the Office of Production 
Management depends on the devel- 
opment of the national 


of the OPM, and 
Marathon Paper Mills 
Rothschild, Wis. He took part here 
yesterday in a symposium on “How 
Does the Defense Program Affect 
Packaging?” at the 11th annual 
packaging conference and exposi- 
tion of the American 
Association. 

A major feature of the confer- 
ence and exposition are the exhibits 
of companies concerned with pack- 
aging. Particularly outstanding are 
the displays of transparent sheeting, 
the application of this material in 
its various compositions playing an 
outstanding role in packaging prog- 


also president, 


ress. The increasing interest in 
plastics is made manifest by its 
growing place in packaging ex- 


hibits. Another phase of packaging 
which is prominent and well dis- 
played is that having to do with the 
mechanical devices. Marked _in- 
genuity has been used to make this 
one of the most interesting exhibits 
in the history of the packaging field. 


Complacency Widespread 


“There is too much complacency 
about the national defense program 
and people do not seem to realize 
its extent,” said Mr. Everest. 
“Priorities are the last thing any- 
body wants. Up to now we have 
used persuasion to control company 
purchases.” That there is a lively 
awareness of the potentialities and 
possibilities of the defense program 
was indicated, however, by the eight 
or nine others who took part in 
the panel discussion as well as by 
contributions from the audience of 


several hundred packaging men 
from all over the country. 
No shortage of bottles impends, 


in the opinion of Dr. Frank W. 
Preston, of the F. W. Preston Labo- 
ratories, Butler, Pa., speaking for 
the glass industry. He declared, 
however, that, if necessary, produc- 
tion of glass containers can be 
approximately doubled if users of 
glass containers will restrict their 
demands to standard shapes and 
avoid new and unusual molds. 
This observation raised the ques- 
tion of exclusive control maintained 
by certain companies over certain 
desirable shapes. Dr. Preston noted 
that Canada has forbidden new 
shapes of molds for glass containers 


in order to free machinery and 
mechanics for defense industries. 
E. .s. Bradshaw, of Bradshaw, Ltd., 


Toronto, verified this and added 
that Canada has had 19 months of 
experience in war effort and a num- 
ber of articles are prohibited. “It 
is not a question of new packages,” 
he said, “but a matter of production 
of standard packages.” The trend 


defense | 
program, according to D. C. Everest, | 


Company, | 


Management | 


——= 
is toward larger containers not o,), 
in England and Canada but ‘e 
the United States. 

There is enough hot-dipped ; 
plate in the United States 
15 months, in the opinion 
R. W. Pilcher, research dep: 
American Can Company, May 
Ill., but E. Vogelsang, of the 


ilso j, 


was inclined to be less sanguine , 
that point. The country’s tin 4g, 
mands, it was said, were ant pate 
early with the result that increag, 
|shipments were received from 4 
East Indies last year. Bolivian 4, 
mines, now being developed ffer ; 
|source of a high grade ore in ¢ag, 


shipments from the East Indies. 


cut off. Dr. Pilcher sugges: d th 
reclamation as a possible source oy 
supply in this country, a procedy 
hardly yet scratched, but Mr. Voge). 
sang observed that it was an uneg 
nomic process. 

The use of lacquered metils fp 
}canned foods, as practiced in Ger. 
many, was held to be unsatisfactop 


\for anything but boiled beef, ag. 


cording to Dr. Pilcher, who s:id h 
|knowledge of the ersatz materig 
| was based on observations of goy. 
| ernment representatives. 
Tells of New Tube 

B. F. Conner, vice-president 
|Colt’s Patent Fire Arms Mfg. Com. 
|pany, Hartford, Conn., representing 
|the plastics industry, said that 
|tube made of a new plastic materia 


would be brought out shortly fo 
'the enclosure of such materials as 
| toothpaste, which would have non¢ 
of the faults of porosity and crack- 
jing observed in plastic tubes here. 
tofore. He said the tube would 
|sold with a refill and that it wou) 
be possible to extract all the cop- 
| tents. 
| There was a 40 per cent increas 
}in plastics production in 194 
‘according to Mr. Conner, and tly 
| forecast is for a 50 per cent increas 
lover 1940. this year. He note 
however, that some plastics manv- 
| facturers dispute such a forecast 
| No signs of a shortage appear 
the transparent sheeting field, ac- 
| cording to P. M. Gilfillan, vice- 
| president, Shellmar Products Con- 
|pany, Mount Vernon, O! 
| It was the opinion of Ben Nas! 
jpresident, Ben Nash, Ine. Ne 
| York, who presided, and others that 
ithe current situation will be a test 
of the ingenuity of the packaging 
industry. Others who took part 
the discussion were: G. T. Hender- 
son, director, package laborato! 
Hinde & Dauche Paper Compa! 
Sandusky, O.; H. H. Leonard, presi- 
dent, Consolidated Packaging Ma- 
chinery Corporation, Buffalo, an 
Dean E. Rueckert, packaging engi- 
neer, Swift & Co., Chicago. 
In a talk on “How the 
Countries Have Met Their 
aging Problems,” I. M. Sieft 
chairman, Marks & Spencer, Ltd 
London, observed that “the Britis 
have adapted themselves ingen 
ously to scarcities and restrictio! 
One of the problems growing ou 
of these restrictions concerns pack- 
aging since there are shortages 
glass, metal, wood and paper, pa! 
ticularly the latter, not only 
imports are cut off from the Scan 
dinavian countries but becaust 
the importance of conserving cars 
capacities for war import T 
government has issued strict 
concerning paper control, 
example, that no advertisins 
is to be placed inside w ping 
cartons or containers and ! 
retailed may be wrapped or pac 
with paper unless absolutely nec 
sary for protection.” 
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idea as old as mankind. 


ae oe a P ; a \" 
, “Picture-Writing,” since long before the days of the early Greeks, yas Se 
; has been the one universal language that all men can read... can 4 9 
understand . .. can enjoy. Puck-The Comic Weekly, a brilliant 20th a 
Century version of “Picture-W'riting,” is actually the rebirth of an ' 


UMAN...warm...alive...understandable...the 

editorial philosophy of Puck-The Comic Weekly 

is based on the oldest appeal in the world— 
and the newest —“ Picture-Writing.” 


Today Puck is the Great Melting Pot of America, 
where class and creed are forgotten, where old and 
young are fused in common interest. 


Professor H. A. Overstreet, in his famous work on psychology entitled, 
Influencing Human Behavior, wrote: “There must be movement, if we 
are to hold attention very long.” 


Movement is the essence of Puck's “Picture-Writing.” But that is only 
ne of the reasons why Puck's All Star Cast— Popeye, Jiggs and Mag- 
se, Blondie, Skippy, Flash Gordon, the Little King, Barney Google, 
‘uufly Smith and all the others attract and hold a larger and more 
*yal audience than any single group of entertainers in the world— 
‘imate or inanimate. 


Puck is not only devoured from cover to cover by 12,000,000 adults 


Net 18)—but it is the only national publication seen and read by 


COMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


practically every boy and every girl (from 3 to 18) in every one of the 
5,500,000 homes into which it goes every week. A sales-active bonus of 
millions and millions of juveniles. 


Now in its 11th year as a general advertising medium, Puck's pheno- 
menal rise can be chalked up to this one fact: it gets more results at 
less cost. 


As the “World's Best Seller,” Puck does more than flag readers... it 
moves merchandise. If it didn’t, 100 leading advertisers would not have 
invested millions of their advertising dollars in Puck through the years. 
Any executive interested in making two sales flourish where one grew 
before can see “Picture-Writing,” Puck's new presentation, by tele- 
phoning COlumbus 5-2642, New York, or FRAnklin 0033, Chicago. 


FOUNDED 1876 


959 Eighth Avenue, New York « Hearst Building, Chicago 


“The Big Meal in the Big Can” 
Breaks the National Trail in Puek 


Two years ago the Dinty Moore line 
the junior of the Geo, A. Hormel & Co. family 


Tests showed that Dinty Moore responded quickly to mass displays in 
key metropolitan markets. The line was clearly ripe for promotion, 
But the Hormel policy of maintaining high quality at low price left 
only a small margin for advertising. So the problem was what kind of 


advertising would be effective enough right from the jump-off to pay 
its way 


Due consideration suggested a test in Puck-The Comic Weekly. So test 


they did—just a few insertions of four-color 's pages the first year 


Mass displays backed by reader trafhe of Puck helped these good dis- 


plays do their job and Dinty Moore products began a steady march 
to consumers. 


So this year Hormel has doubled Dinty Moore's advertising budget. And 
what publication is out in front carrying the heaviest assignment? Y ou're 
right! It's PUCK-THE COMIC WEEKLY, says Geo. A. Hormel & Co. 
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Mewanaver. Radio 
Interests Gird for 
New FCC Inquiry 


New York, April 2.—Discussion 
of the pending FCC investigation of 
newspaper-owned__ radio _ stations 
stood out today as the highlight of 
a meeting attended by frequency 
modulation broadcasters and others 
interested in this field who named 
John Shepard III to represent them | 
at the Washington hearings to be| 
held in the near future. Mr. Shep-| 
ard, head of the Yankee and Colo-| 


ful influence in the development of 
the nonstatic method of broadcast- 
ing. It was agreed that action 
against newspapers would tend to 
hinder the growth of the new form 
of broadcasting. 

Mr. Shepard was re-elected presi- 
dent of FM broadcasters and John 
V. L. Hogan, Station WQXR, was 
re-elected vice-president. 

At a meeting held here last week- 
end to consider the FCC inquiry, a 


group of approximately 100 news-| 


paper publishers named Mark 
Ethridge, vice-president and general 
manager of the Louisville Courier- 
Journal, which operates Station 


Munro Found Not 
Guilty in Court Action 


After seven hours of deliberation 
a jury in New York General Ses- 
sions Court April 2 declared David 
A. Munro, publisher of “Space and 
Time,” not guilty of criminal libel. 
Mr. Munro was indicted on this 
| charge last Sept. 27, following pub- 
| lication of an article which alleg- 
ledly injured the reputation of 
Morris A. Edelman, an attorney 
whose clients included well-known 
| liquor companies. 
| Still pending against Mr. Munro 
|are three civil libel suits, instituted 
by Henry P. and Lee Bristol of the 
| Bristol-Myers Company, and I. W. 


nial networks, is also president of | WHAS, as head of a steering com-| Digges, attorney representing the 


FM Broadcasters, Inc., which spon- | mittee to plot future action. Mem-| Bristols. 


sored the meeting. 

No date has been set for the! 
Washington hearings. As described 
in the official order, the FCC inves- 
tigation will seek to determine) 
“whether or not joint control of! 
newspapers and radio broadcasting | 
tends to result in an impairment} 
of radio service under the standard | 
of ‘public interest, convenience and | 
necessity’.”’ 

An indication of the position that | 
FM broadcasters will take at the| 
forthcoming hearings was contained 
in a resolution adopted at this 
week’s meeting which recommended 
that the FCC regard newspaper 
ownership of FM stations as a help- 


bers of the committee have not yet 
been named. 

The newspaper-owned radio 
meeting was called by Cranston 
Williams, general manager of the 
American Newspaper’ Publishers 
Association. Mr. Ethridge’s com- 
mittee, however, will operate inde- 
pendently of the ANPA or the 
National Association of Broadcasters 
but may join hands with other 
industry groups. 


Penney to Change Labels 

J. C. Penney Company has ap- 
pointed Rudolph Orthwine Corpora- 
tion to redesign its package 
label lines. 


and | 
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A fourth suit, brought by 
| Henry Bristol, was dismissed March 
| 14 on the grounds that the plaintiff 
| had failed to show sufficient cause 
|for action. 


-McCann-Erickson Named 
by Stromberg-Carlson 

Stromberg-Carlson Telephone 
| Mfg. Company, Rochester, N. Y., has 
| placed its advertising account with 
McCann-Erickson, New York. The 
company’s radio receiver and sound 
equipment promotion will be under 
'the direction of Gordon E. Hyde. 

It was indicated that the develop- 
ment of FM _ broadcasting on 
commercial scale would result in an 
expansion of Stromberg-Carlson 
| advertising. 


| 


ONE OF A SERIES PRESENTING THE 


MEN WHO MAKE 


FREE & PETERS SERVICE 


Two years, New York Uni 
versity 
Two years, Erwin, Wasey & Co. 
& Bowles 
Five years, St. Louis Globe- 
Democrat (New York Office) 
Two years, MceCann-Erickson 
Free & Peters (New York 
Office) since February, 1941. 


Two years, Benton 


lle stayed 
lo pray!— 


EDWARD H. BENEDICT! 


After a good man has cut his eyeteeth in the ageney business, then 
sold newspaper space in New York for five years, then worked some 
more in agencies (including two years as manager of a media depart 
ment buying all sorts of space and time)—after all this, any intelli 
gent fellow would feel pretty sure about the real values of various 
media, That’s what happened with Ed Benedict—-and we're happy 
that he finally chose to come to both spot radio and us! 


Looking back over our nine years of experience in the business of 
radio-station representation, we of F&P have seen spot radio grow 
from nothing to almost universal recognition as the most productive 
and economical technique in advertising. We've watched and partici 
pated in the gigantic growth of dozens of radio advertisers. So much 
so that today the process of helping to build small accounts into large 


advertisers is almost a formula with us. 


If your own agency is handling any account whose product is not 
getting the public interest it deserves, let us see if we can't help you 
and your client in spot radio. You'll find we're almost like another 
That's the way we like to work, in this 
group of pioneer radio-station representatives, 


FREE & PETE 


department of your agency. 


Since May, 1932 


eee 
EXCLUSIVE 
REPRESENTATIVES: 

WGR-WKBW . . BUFFALO 

WCKY . . CINCINNATI 

WDAY . . FARG 
WISH INDIANAPOLIS —— 
KMBC KANSAS CITY |) 
WAVE 7 . LOUISVILLE |) 
WTCN MINNEAPOLIS-ST. PAUL |) 

wMBD ; . . « PEORIA 
KSD . $T. LOUIS |) 
WFBL , SYRACUSE 5 — 
-..1OWA... tf 

WHO . DES MOINES 
woc . . DAVENPORT | 
KMA - SHENANDOAH |) 
-.. SOUTHEAST... | 
wesc . CHARLESTON © 
| wis . . COLUMBIA |) 
WPTF RALEIGH || 
| wos) i ae ROANOKE |— 
§ ba 
4 - SOUTHWEST... ry 
KGKO . FT. WORTH-DALLAS | 
KOMA . OKLAHOMA CITY || 

KTUL secs 1 ee 


«+» PACIFIC COAST... 


. » » LOS ANGELES 
ee ¢ PORTLAND 

OAKLAND-SAN FRANCISCO 

ee e . . SEATTLE 


RS, INC. 


KECA . . 
KOIN-KALE . 
KROW. 

KiRo . 


Pioneer Radio Station Representatives 


Chkage: 180 N. Michigan 


New York: 247 Park Detroit: New Center Bldg. 
Franklin 6378 


Plaza 5-4131 Trinity 2-8444 Sutter 4353 


San Francisco: 1117 Sutter Los Angeles: 650S. Grand Allaata: $22 Palmer Bldg. 


Vandike 0569 Main 5667 


FIC Lacks Right 


Wool Makers Say . 


wool” classification, it was charged 
here today by the National Asso- 


6 Texas Stations, 


Off Air for Year, 
Given Licenses 


Washington, D. C., April 3 
{1} Enforce R le The Federal Communications Cop. 
u mission today reversed its revoe, 

tion order of more than a year ag 

Washington, D. C., April 2.— and restored licenses to six Tey, 
The Federal Trade Commission | radio stations, thus incurring 4, 
lacks authority to set up a “virgin|wrath of Commissioner (Geo,., 


Henry Payne, who charged FC 
with doing a “back flip” and givin, 


—$_ 


ciation of Wool Manufacturers in a 
brief filed at the opening hearing 
on FTC’s proposed regulations for 
enforcement of the Wool Products 


a favorable signal “to all and gy 
dry who are plotting to obtain rag 
licenses by indirection and frayg 


Stations KGFI, Bro 


NSville 

Labeling Act. KRBA, Lufkin; KSAM, Hi: ne 

The association brief claimed the |KTBC, Austin, and KNET) Paje 

law provides for three types of|tine, were granted tempo: iry 9X 

wool, including “wool,” “reproc-|day licenses during whic! the 
essed wool” and “reused wool,” and|must prove that Dr. James 


that the FTC’s proposed rule estab- 
lishes a fourth type, “‘virgin wool.” 
According to NAWM, Congress’ 


Ulmer has relinquished al] 
|in their operation. 


Station KGK} 


Tyler, gained a license renewal, by 
refusal to define “virgin” in the act | FCC warned that its action was py 
“was deliberate and intentional.” to be construed as expressing a 

The association also challenged | proval of Dr. Ulmer’s past conne 
FTC’s authority to rule that labels |tion with the outlet. The origin; 
must not only contain required |charge against all six stations 
information but also remain at-/that they failed to disclose 


tached to the product until it actu- 


jally reaches the consumer. 


Submits Series of Questions 


ducted the hearings, declare 


Ulmer’s connection. 


Commissioner Payne, who co 


nteres 


1 in hi 


| 


| the 


The FTC proposal to require that 
the “legal” name of the manufac- 
turer be printed on the label also 


dissenting opinion that “it i 
table that the FCC has, after whit. 
washing the Westinghouse Elect; 
& Mfg. Company, exonerated they 
six 


” 


encountered opposition from the radio station owners. 

trade group. NAWM asked that| The restoration order wa 
the rule be relaxed so that well- | adopted, FCC announced, becaus 
established but not “legal” names |°f the need for continued service 
can be used, such as “Forstmann |@reas served by the stations. Wit 
Woolens” and “Kenwood Mills.” |the exception of Austin, the on 


The association also submitted a | 
series of eight questions bearing on 
problems surrounding enforcement 
of the act which were not covered 
law, 
last year after 
30 years of consideration, is sched- 
next July 14. 
Oklahoma, 
joint 


in the 
which 


proposed rules. 


was passed 


effect 
Thomas of 
has 


uled to take 
| Sen. Elmer 
| however, 


| date. 


The 


sponsored a 
resolution to postpone the effective 


stations located in the area are th 
i|whose licenses have now be 
| restored. 


J. L. Reinsch Named 
Director of 3 Stations 

J. Leonard Reinsch, who has bee 
tions since 1934, has been appointed 


director of three stations, 
Atlanta, WHIO, Dayton, and WIOD 


His proposal is still in com-|Miami, by J. M. Cox, Jr. M 
mittee. Reinsch’s headquarters will be 
Atlanta. In his absence from th 
‘ city John Outler, Jr., will be 
Intensive Newspaper charge of WSB. 
Each station will continue } 


| Drive for Gilbey’s 


W. & A. Gilbey, Ltd., will inaugu- 
|rate its most intensive spring ad- 


newspapers in 18 cities from coast 


to coast will be used. 


Opening copy consists of 500-line 
| advertisements describing the jour- 
| ney of Spey-Royal from Scotland to | 
war-time | 
Following this, 150-line, | 
| single-column insertions will appear 
|two and three times a week. 
mingham, Castleman & Pierce, New | 
| York, is the agency. 


United States under 
conditions. 


Western 


ministration bldg., Union 


Yards, Los Angeles 


Ber- | 


Livestock Journal has 
doubled its floor space in the Ad- 


Stock 


operate separately with James Li 
Gate as general manager in Dayto 
and Arch Robb as general manage 


Gilbey’s |at Miami. 


regret. 


associated with the Cox radio sta- 


WSB 


| vertising campaign for 
| Spey-Royal scotch whisky imme- 
diately after Easter. Twenty-six 


GRANDMA WON'T LISTEN 


No, siree . . . she already knows 
which brands she prefers, and 
heaven help the man who tries to 
change her mind. But grand- 
daughter with her new baby is 
eager and alert to the suggestions 
made by the Cradle Car Nurse. 
She will heed . . . and buy! 


The Cradle (an Service, Sne 


457 N. Kingshighway 


“Livestock Journal” Moves 


St. Lowis, Mo. 


2 


Most famous medical center 
in the United States 


4 
- 


er els 


BALTIMORE INSTITUTIONS: 
“JOHNS HOPKINS HOSPITAL 


and 


WEBR 


“. MARYLAND’S PIONEER 
BROADCAST STATION 


Because WFBR has «)ways 
been operated in the public 
interest and with a sense © 
civic consciousness, is re- 

ns as @ 


spected by Baltimor« 
Baltimore institution. 
That public acceptance iv 
more “pull” to your radio 
advertising when you Us 
WFBR. 


NATIONAL REPRESENTATIVE , 
EDWARD PETRY & CO MPAN 
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IS “PICK-UP” MARKETING 
AFFECTING YOUR BUSINESS? 


All eyes are watching the rapid changes in marketing. 
Investigations show over half the nation’s women shop 
in self-service markets. Another study indicates half the 
most progressive independent grocers have installed 
self-service to accommodate “pick-up” buying. 


Today when consumers enter a “pick-up” market they 
are “100% on their own” — and so are you. Clerks behind 
the counters no longer influence their purchases. 


TODAY THE MANUFACTURER WHOSE ADVERTISING WORKS 
THROUGH EYE-APPEAL IS IN STEP WITH THIS TREND BECAUSE 
VISUAL PRODUCT IDENTIFICATION IS VITALLY IMPORTANT. 


Criterion poster displays enable our advertisers to fit 
these new conditions. They concentrate their advertising 
around and close to these “pick-up” markets. 


Have you considered Criterion for your present market 
needs? Write, wire or call us today about your problems. 


wie yeas 
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problem, and should be hang) , 
Retailers Able to staccato 


Discusses Trade Diversion 


5 | p bl The retail executive devoted con. 
0 ve rd ems siderable attention to the sy! ject of 


diversion of retail trade from legit. 


ba mate retail channels, including pur. 
0 a ar erld chases made by business establign. 
ee | ments for their employes, buying a 
on wholesale, etc. He estimated th. 
No Shortage of Con- this diversion has reached } pr 
sumer Goods, News- cent of total retail volume. and 
suggested that manufacturers, rajj. 
paper Ad Execs Told roads and other large organization: 
which have been buying fo; 
French Lick Springs, Ind., March | Ploye consumption through thei; 
31.—Retailers won’t make the same Purchasing departments are using 
| mistakes in today’s situation that bad economics. For instance, there’, 
marked the first world war period, 2° advertising involved Such 
|Lynn Revenaugh, secretary of the Operations. 
Cincinnati Retail Merchants’ Asso- In suggesting that newspaper, 
ciation, told the Newspaper Adver- | 4nd retailers should be able to wor, 
| tising Executives’ Association at its| together much more closely than 
annual convention here yesterday. they ordinarily do on the ution 
“That was a period of fuelless of community problems, Mr. Reye- 
Mondays and skyrocketing prices,” naugh made a plea for more news 
he recalled. “Retailers faced general of retail business in the columns of 
charges of profiteering. The retail the dailies, better printing and dis. 
business became the football of Play of news and advertising ang 
politics. the elimination of forced circula. 
“Today we have much better con- tion through contests and nilar 
trol of the situation than in the past. | devices. 
Price increases are being reported —— 
| to the advisory council] of the Na- M d P k . 
tional Defense Commission, and in- ©) ern ac aging 
vestigations are having a marked 


effect on the situation, Winners Shown at 


“On the other hand, the retailer | s 
is taking the consumer into his con- Gala Presentation 
fidence, because the interests of| (Chicago, April 3.—The tent! an- 
consumers and retail merchants are! nual All-America Package Com- 
the same. Retailers are standing as) petition presentation dinner, spon- 


\ T { | T \ a bodyguard to protect the con- sored by Modern Packaging, drew 
] sumer from unwarranted price | 800 packaging and advertisir ex- 

' ——e (TI (Wil Increases, ecutives to the Stevens Hote! last 

\ 1 i 9 a a No Shortage of Goods night to participate in an affail 


widely known throughout the in- 


place the orders on a delivery sched-|Charles A. Breskin, publisher, of 
ule which enabled the industry to C. W. Browne, formerly promotion 
absorb the additional production | manager of U. S. Printing & Litho- 
without difficulty and without inter-| graph Company, Cincinnati, who 


is expanding government employment in the nation’s capital by 


some 3,000 new workers a month. RESULT: Washington, which ference with normal consumer | has joined the organization as edi- 

needs. tor. 
rT @ wal s $ : , P , , “The big job is to convince store| William M. Bristol, Jr., Bristol- 
moved from 14th U.S. city in 1930 to 11th in 1940 with a market area buyers that there is no shortage and | Sayers Company, who has served @ 
be ae R . no need to speculate by buying ex-/|the jury of awards since its incep- 
Vers of more than a million people, continues to set the pace in popula- cessively. Newspapers can help by | tion ten years ago, and Alfred D 
: keeping the public posted, and pre-| McKelvy, whose line of Seafortl 
tion growth, housing construction, retail sales increases. MORAL: venting panicky buying such as toiletries for men won the majo 


started some time ago when con- | award this year, predicted that the 
sumers decided there might be a next ten years would bring far- 
sugar shortage and began to stock reaching changes in packaging, due 
up. not only to intensified functional 
ules upward. “Retailers have agreed to refrain | design, but also to the necessity for 
from advertising that there will be developing new materials and nev 
prospective advances in prices, and methods. 
» there have been few scare ads of — 
Which Paper? that character Prices should ad 
« «< « . S > « - 
’ Brewery Adds Radio 

vance only when there is a_ real 
scarcity of goods, such as does not 


keep revising your Washington sales quotas and advertising sched- 


Rubsam & Horrmann B ewing 
Company, Staten Island, New York 


If YOU were coming to work in Washington, the paper you and exist today. During the past year) i, going to augment its newspape 

there has been an increase of Only | and outdoor advertising schedule 

P : ‘ 4.1 per cent in wholesale prices, and with a weekly radio program ove! 

your wife would read would be The Washington Post. Outstanding if we can hold down increases within) WOR for a 52-week period. Star- 

some such limit, there will be no | ring Charlie Ruggles and — 

. . | ~—- a “a «“ : : i P _ } »s" oO hestra 

—most quoted by editors and in Congress, most honored by awards need for price control. Sena a lee on 

E. Decentralization a Problem Thursday at 8:30 p. m., ES! 

, eel in journalism. Complete—The Post has five news services, prints “There are a lot of crackpot ideas 
al on the subject of price control being 

‘7 more news, more pictures, more nationally known commentators. circulated in Washington. For ex- The beh lar TWINS 


ample, it has been proposed to 
control prices by making credit 
terms more severe, and by requiring 
50 per cent down payments and 10 


Entertaining—The Post offers the most columnists, most features, 


most Sunday comics, only Sunday novel, leads in sports, women’s months to pay on installment sales. 
What do you suppose would happen 
features, movie news. to the automobile business under 


such a system?” With Over 52,000 -(.) 
Mr. Revenaugh said that retailing Daily Circulation. ‘a 


s faced ha difficult oble 1 
+. oo rn ue { a = rs ve Sioux City leads every city in 
S Sees  CUWnwwE the state as a wholesale city. 


No wonder the experience of Washington's 1933-1940 boom shows 


aie shopping areas. These areas are dis- Ranks eighth i 
we . eh) , . in the stock- 
2 that more of the newcomers pick The Washington Post! integrating, with consequent in- yards industry in the United 
creases in tax burdens on retail States. d 
stores and other property owners 1940 it showed the largest 
. entri stricts Since percentage of gain in livestock 
wo the hs ap os ing Me ict 7 ince ressigte ta the entive packing 
newspapers receive rom 4 to 79 industry. 


per cent of their advertising reve- 


eee 
nue from retailers, he pointed out 


General Advertising Representative of The Joersa! 


o the effect of this condition on the NOEE, ROTHENBURG & JANN 
publishing business. New York - Chicage - Detroit - San Francisco 
“Retailers are endeavoring to at- eee 
tract patrons from outlying districts om ee {eee 
by store improvements, studying , 
traffic flow and parking facilities 


and otherwise making it easier to 


: ' : : shop. But the decentralization situ- 
Osborn, Scolaro, Meeker & Co. George D. Close, Inc. ation remains a real municipal 


Washington's Home Morning Newspaper 


e e : Pass 1, 


“There is no shortage of consumer qustry for its grandeur and show- 
goods, largely because government manship. 

ys 7 : ’ . : buying has been handled more in- The first showing of the full-colo 
« « s 4 « . . . | 
Fifty thousand new people are expected in Washington during 1941. scihgmtty. Taneld i. Weldon, the lesand aaoute aunieing Ge Gane 
xs P : \ op Sears, Roebuck executive, has ably | ners in all of the classifications in 
Sixty-five thousand are estimated to have come during 1940. CAUSE: seen to that. Instead of ordering|the competition was one of the 
at one time all the shoes the army | highlights of the dinner, and an- 

national defense (plus increased government centralization) which might need, Mr. Nelson arranged to|other was the introduction — by 
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BRIZONA AL Sez: "Uncle Sam Runs a High Tally on Phoenix Population: 


aix wes one of 12 cities in the United States 
to move UP from under 50,000 population fig- 
ures. Still Phoenix grows! The Phoenix 
Republic and Gazette (with highest circulation 
in history), and KTAR, key Station of the. .-.. | ~ 
Arizona Broadcasting Company (now operat: = ee ee 
— "progress. Each medium provides adve 7 | Fn Gee 
 - “unusual opportunity to reach ableto-buy 
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Ann GAZETTE (BROADCASTIN 


BOB HALL, National Advertising Manager « Representatives—Williams, Lawrence & Cresmer Co DICK LEWIS, General Manager 
Rep tatives—Paul H. Raymer Company 
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‘Popular Science’ 
Will Publish 
‘Design for Living’ 


New York, April 2.—Popular Sci- 
ence Publishing Company, New 
York, will introduce Design for Liv- 
ing, a new young women’s maga- 
zine, in September. It is the first 
women’s magazine published by the 
company, which since 1872 has ap- 


pealed editorially to masculine 
readers. 
The new magazine will feature 


articles on clothing, cosmetics, foods, 


interior decorating and child care. | 


Anticipating an initial circulation 
between 80,000 and 100,000 copies, 


Godfrey Hammond, publisher, said | 


today that the circulation selling or- 
ganization operated by Popular 


Science which currently sells Read- | 


er’s Digest in combination with this 
magazine, will be used to develop 
circulation for Design for Living 


Made by the WORLD'S 
LARGEST Manufacturer of 
All Types of Signs 


yy CO, LIMA, OHIO 


in colleges, public high schools and 
private schools throughout the coun- 
try. 

The age appeal of the new maga- 
zine wll be between 17 and 25 years, 
Mr. Godfrey added. A _ board of 
“deb” (for debonair) editors, se- 
lected from college students major- 
ing in home economics and journal- 
ism, will be used to help gear the 
publication’s contents to its audi- 
ence’s interests. Girls in selected 
colleges will also be available as a 
“consumer jury” for advertisers. 
Design for Living will sell for 25 
cents a copy. 


Made Part of 
Display Contest 


New York, April 3.—An airplane, 
a touring sedan or $1,500 cash are 
the grand prizes offered dealers in a 
“home preparedness” window dis- 
play contest launched this week by 
Congoleum-Nairn for its Gold Seal 
| floor-covering lines. The campaign 
| features an expansion of Congo- 
advertising in co- 


| leum-Nairn’s 
| operation with local dealers. 

| To be eligible for prizes, the 
dealer must run at least one news- 
paper insertion of not less than 150 
~~, tying in with his display. A 


five per cent promotion allowance 
will be made on all shipments of 
Gold Seal Congoleum made to him 
during the period. Free display and 
sales promotion material, as well as 
advertising mats, will be furnished 
by Congoleum-Nairn. 

To inaugurate the campaign, color 
insertions for Gold Seal will appear 
in Country Gentleman, Ladies’ 
Home Journal, McCall's, Progressive 
Farmer and True Story. McCann- 


Erickson, New York, is the agency. | 


Tracey, New Majestic 
Head, Plans Campaign 


E. A. Tracey, vice-president of 
the Zenith Radio Corporation from 
1933 to this year, who has just been 
appointed chairman of the board 
and general manager of the 
Majestic Radio and Television Cor- 
peration, has announced that a 
sales and merchandising drive will 
be launched with the introduction 
of new lines early in May. 

The new radio designs will be 
promoted on a national scale 


Textileather to Beeson 


Textileather Corporation, Toledo, 


maker of Pyroxylin-coated leather | 


'cloth, has appointed Sterling Bee- 


son, Inec., Toledo, to handle its 
dvertising. Plans for a new adver- 
tising and merchandising campaign 
are expected to be 
shortly. 


Scores of mills in the Pittsburgh Tri-State district, are hammering 
away at the nation’s No. 1 defense job—Steel Production! This 
is translated into greatly increased buying power for the Six 


steel, .. . use KDKA, 


Million people in the KDKA area, (the 
World’s Richest Industrial Section.) 


For single-station coverage of the land of 


“The Master Voice in the Master Market’ 


announced | 


Set Up in Census 
for First Time 


140 Metropolitan Areas 
to Be Shown, Reed Ad- 
vises Ad Executives 


| French Lick Springs, Ind., March 
| 31.—Markets are not merely people, 
| but people with money to spend, 
| said Vergil D. Reed, acting director 
|of the Bureau of the Census, in 
|explaining the 
marketing signifi- 
|eance of 1940 
/ census figures to 
|the Newspaper 
Advertising Ex- 
ecutives’ Associa- 
| tion today. Mr. 
Reed pointed out 
| that the new cen- 
sus includes a 
| great deal of data 
|never before 
| available from 
any source. 
“Since city 
| boundaries are no measure of eco- 
|nomic activity,” said Mr. 
|“ ‘metropolitan districts’ have been 
|established for 140 communities. 
| Thus you will be able to take fig- 
lures on the central city and add all 
| townships which are contiguous and 
have a population of more than 150 
| per square mile. This, then, will 
'be the picture of the metropolitan 
| district supplied for the first time 
| through the 1940 census.” 


Special Tabulations Available 


| Mr. Reed pointed out, too, that 
in addition to all of the facts made 
available by the Bureau through its 
own releases and publications, ad- 
vertisers and media can _ obtain 
additional facts by having tabula- 


Vergil Reed 


suggested that in some cases infor- 
mation which cost 
thousands of dollars to compile can 
be obtained in this way for the price 
of a football ticket. 
| Since illiteracy in the United 
States is now a thing of the past, 
the census information on this sub- 
ject will show the number of years’ 
ischooling for each individual. Mi- 
gration will also be shown for the 
| first time, indicating the shifts of 
| population which have been such 
}an extensive factor in the economic 
picture of the past decade. 
Information on housing, he said, 
will be a gold mine of facts for 
advertisers. This is the first time 
in the 150-year history of the census 


Reed, | 


tions run off for specific items. He | 


hundreds ‘of | 


| ‘ rs | le, 
. . * |that this information has hee 
ity istricts gathered. Occupied and unoccupie, 


dwellings will be shown for 


county. Urban areas will have « 


| same information by ward on 
and metropolitan districts. 7), my 
formation will also include age ,, 
building, value, number of room. 
| lighting, heating, rentals p type 
of construction, plumbing equip. 
ment, refrigeration, radio, e of 
| repair and number of per: pe: 


room. The latter is regard 
significant index of buying wer 
The WPA is preparing moans by 
| blocks showing housing 4d fo: 
cities 50,000 and over, based 1931 
population figures. 


Breaks Down Cities 


Another new feature nsu 
tract data for 60 cities whi: ay 
| cooperated in setting up the om. 
|munities on this basis. Gi ds , 
|areas containing from 3,000 1. 6.99 
|people of homogeneous chiracte 
|are shown, so that a communit 
can be taken apart and its ‘iou 
areas compared for the first tims 


In cities of 50,000 or over, d Car 
be tabulated by blocks, wards. tract 
and groups of tracts. 

Thirty-three industrial di-trie 


have likewise been set up, for the 
purpose of supplying data on many. 
|facturers in a much more detaile 


way than heretofore. 

For the first time retail and sery. 
ice establishments will be tabulate, 
by metropolitan districts, and p 
coded areas within the district. Re- 
tail data will be shown for cleve 
groups and 60 different busincsse; 

“Statistics by themselves wi!! no: 
perform miracles,” Mr. 
cluded. “But statistics, as organize 
facts, can be successfully applied t 
the solution of practical busines 
problems.” 


Tutching Adds Two 

Vincent Tutching & Associates 
Washington agency, has been ap- 
pointed to handle the advertising 
the Hyattsville Building Associa- 
|tion and a real estate subdivisi 
called Crestwood. The former wil 
use newspapers and radio while the 
latter will use newspapers and 
direct mail. 


Reed con- 


al a i i i i hl 


New Haven Clicks 
Summer Tests 


7 

7 

7 

7 

> 

: 

> New Haven, this year, is the ad 
> manager's dream of a perfect) Sum- 
> mer test market. With defense in- 
P dustries at capacity and ) miles of 
> seashore populated with — families 
> from 9 different states, the summer 
> residents increase the normal market 
d population more than 20,000 persons 
> The New Haven Register’s famed 
P “REGISTER CITY" market is cov- 
ered 95% urban and 82°, suburban, 
' year-round population 342,000, May 
. we send = interesting market = bre- 
‘ chure? The Register, New Ihaven. ¢ 
, Conn. 


‘ 


6,812 quarter hours 
of sportcasts for four 
consecutive years 
with KWK — — and 
not one™ of them 
sustaining. 


* 
— except network 
s Series a 


All-Star Games. 
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Foresee End of 
Free Movie Talent 


on Radio Shows 


Hollywood, April 1.—The death 
knell for free appearances of mo- 
tion picture talent on commercial | 
radio shows was sounded here last 
week when Louella O. Parsons 
agreed to withdraw from the 
“gratis’’ radio field after she com- 
pletes her 13-week contract for 
Lifebuoy soap, which started 
March 28. 

The matter was brought to a 
head by the Motion Picture Relief 
Fund, which feared the loss of the 
$10,000 a week paid the organiza- 
tion by the Gulf Oil Company for 


| 


the Sunday night Screen Guild The- 
ater. In an open letter to the 
Screen Actors Guild, Jean Hersholt, 
President of the Motion Picture Re- 
lief Fund, pointed out that for 


three seasons the Guild radio show | 
| has yielded the Relief Fund $10,000 
1a week. His letter stated: — 


“The Motion Picture Relief Fund 
has asked actors to contribute their 
time and talent for the benefit of 
their own charity. A show of Miss 
Parsons’ type requires that actors 
waive their usual compensation and 
contribute their time and talent to 
advertise a commercial product. If, 
by employing a motion picture col- 
umnist, one commercial sponsor can 
obtain the radio services of screen 
actors at relatively nominal ex- 
pense, how long can we expect an- 


other sponsor to pay 
week for actors’ services? 


Guild Rules Ban 


Guild rules forbid free perform- 
ances on radio. Mr. Hersholt asked 
if the Guild intended to enforce its 
rule against “free talent” shows, 
and was assured by Edward Arnold, 
President of the Guild, that the rule 
would be enforced. 

As a result of this assurance, a 
conference was held March 27 at- 
tended by Richard Marvin, radio 
director of William Esty & Co., rep- 
resenting Lever’ Bros.; Kenneth 
Thomson, executive secretary of the 
Guild; Dr. Harry Martin, represent- 
ing his wife, Miss Parsons, and 
Danny Danker, Coast head of J. 
Walter Thompson Company. Miss 


$10,000 a 


9. 


Parsons agreed to withdraw from 
the “gratis” radio field and in an 
open letter stated “I will not ton- 
tinue with any radio show which 
conflicts with the talent regulations 
of the Guild.” She said she “had 
received full assurance from motion 
picture producers that they wel- 
comed the opportunity for this 
valuable exploitation of their pic- 
tures,” and that “most of their play- 
ers were under contract to aid in 
radio exploitation of their pictures.” 
Continue Guild Show 


With the Lifebuoy “free talent 
program apparently definitely out 
after the end of the first 13 weeks, 
some assurances were forthcoming 
that the Screen Guild show spon- 
sored by Gulf would be rewarded 
next fall. 
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HOTCAN 


| “Hot Can” Foods heat 


YOUR WELCOME IS ASSURED 


WITH FRIENDLY Yoightors 


HESE friendly 


"neighbors" 


are the 19 New England 


stations of The Yankee Network, known by everyone 


in all the sections where their voices are heard and heeded. 
When you make your call with neighbors of this standing, 
your welcome is assured and you receive the full benefit of 


sincere friendliness. 


Community life is a closely unified segment of the population 


“stranger” 
station can give you the contact that the community's own radio 


and the market, particularly 


in New England. No 


"neighbor" does so effectively. 


Consider this advantage when planning radio promotions of 
any type, and use the 19-stations sales power that gives complete 


coverage of every key market. 


me YANKEE NETWORK 


BOSTON, MASS. 
EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


21 BROOKLINE AVENUE, 


‘Kaads’ 


Themselves with go fir: 


Pm Simply puncture, wait « few m 

‘ turn can upside down. apply ope 
and there's your food, piping hor 
licious and appetizing Cans are 
bie, with chemical between walls 
heats on contact with air 


Boon to picnickers, campers, fisher 
Emergency rations for your sum 
cottage. So novel you'll show ther 
to visitors, like a new baby 


1 i> 6 of (4 se 


at 59th + VOLUNTEER 5.5900 


First insertion for Hotcan, canned foods 
which “heat themselves with no fire.” js 
shown above. The product of the Hot- 
can Corporation, Los Angeles, is now 
| being distributed in the East. Beans 
| spaghetti and prepared coffee are now 

available. Heat is provided by a chem. 

ical between the walls of a double can 
| which goes into action when the can is 
punctured. 


Breyer Ice Cream Starts 
‘Heaviest Campaign 


In celebration of its 75th ann 
sary, the Breyer Ice Cream Com- 


| pany, Philadelphia, has launched th: 
| heaviest new spaper campaign in it 


| history y. 
| Advertising started March 18 and 
will appear until fall in 84 newspa- 


| pers in markets throughout Nev 
| Zork, New Jersey, Pennsylvania 
Delaware, Maryland, Virginia and 

of Columbia. Cop: 


ithe District 
varies from 1500 to 300 lines. In ad- 
| dition, Breyer and its products wil 
be promoted with radio, poster and 
car card advertising. McKee & . 

| bright, Inc., Philadelphia, hand! 
the account. 


Wrigley Elected to ANA | 


William Wrigley, Jr. Compan 
1c hicago, has been elected | n 
|}bership in the Association of N 
|} tional Advertisers. H. A. Dudle 
| Wrigley consumer sales manag 
| will represent his companys 
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we aimed | 
atan apple... 


\ 


We sat down, one night, and wrote an ad for Esquire, mentioning, by 
the by, the languorous beauties and undulant lines of ESQUIRE’s Varga 
Girl . . . then to be enshrined in a calendar. The Calendar cost 25c; and 


the reader was invited to forward this sum in coin of the realm. 


Now it seemed to us that there was nothing so remarkable in all of 
this. Lots of finely-drawn ads have been published; and there have been 


calendars with curvilinear girls on them before . . . no doubt will be, again. 
But this is what floored us, optimists as we are . .. and we hold this to 
be history; that a page ad in a magazine of around a half-million circu- 
lation, with two insertions, should have pulled in over 311,000 actual 
cash orders . . . with additional orders still pouring in at the rate of 1,000 
a day. Even auditors Ernst & Ernst, called in to verify these figures, pro- 
fessional cynics though they be, were dumbfounded at the record of results. 
Far be it from us to beat any big drum. . . at least consciously. But it is 
our quaint belief that never before in the pageant of advertising has such 
a quantitative result been obtained in direct sales. 
We have always believed ESQUIRE to be a dynamic force; but we have 
also been conservative in our claims, our guesses, and our hopes. 
= Now even we are dazed: we feel the way Aladdin must have felt, just 


after rubbing the lamp. . . or Pandora, after she raised the lid. ESQUIRE 
~~ S= itself, it would now appear, has never had an inkling of its own cata- 


] ie clysmic strength. 


aes, | 
) \ Copyright 1941 by Esquire, Inc | 


= ~~ _J | e x | 
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THE MAGEAZINE FOR MEN ade 
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Labor Needs Leadership 


Many leaders of organized labor 
have recognized the fact that they 
have a_ serious public relations 
problem and have undertaken to 
meet it. The national union of car- 
penters, for example, is on record 
against strikes in defense industries, 
and as favoring the use of media- 
tion to settle labor disputes. The 
heads of many other unions lack the 
statesmanlike qualities which 
ganized labor needs so badly at this 
time. 

Strikes in essential industries are 
indefensible, from the standpoint 
of the national interest. Public opin- 
ion, as reflected in Gallup surveys 
and demands on Congress, is wholly 
against called merely for 
the purpose of organizing industry 
on a closed shop basis or winning a 
jurisdictional battle between com- 
peting labor organizations. The 
whole nation has been asked to de- 
vote itself to the national defense 
program, submerging individual 
benefits for the good of all. The 
strikes which have become such a 
menace to the successful accom- 
plishment of the national purpose 
are selfish in spirit, and as recent 
exposures have shown are moti- 
vated largely in the interests of 
leaders some of whom have earned 
the description of racketeers. 

This is not to say that manage- 
ment in every case is justified in its 
position, but rather that labor or- 
ganizations in too many cases have 
taken advantage of the urgent pro- 
duction needs of the country to at- 
tempt to impose demands of long 
standing. Attempts to unionize 


or- 


strikes 


Simplification 


|Ford, for instance, have been going | 
‘on for years, but now that Ford is | 
carrying a heavy load of defense 


production this is considered an op- 
portune moment to strike for union 
| poneunaibton. From the standpoint of 
the nation and the public, such a 
partisan activity should have been 
| sidetracked in favor of united effort 
‘to produce the defense materials 
|}and equipment the country is crying 
for. 

It has been hinted broadly that 
| failure of management to meet even 


ithe extreme demands of labor free- | 


_ booters will be regarded by the na- 


|tional government as evidence of 


its inability to function successfully, | 


and will therefore justify taking 
}over industry and operating it 
through government officials. We 


Commandeering of industry means 
commandeering of 
and any leader 
find an advantage to 
in such a _ situation 
short-sighted. 

The problems of business, includ- 
ing those of marketing and 


labor as well, 
who could 
the workers 


is deplorably 


labor 


mer- 
solution on successful 
Hampering operations through 
needless strikes will create short- 
ages of goods and thus make it im- 
possible to supply the needs of de- 
fense and those of the public at the 
same time. Thus the sacrifices which 
consumers have been told they must 
be prepared to make will become a 
reality—not because of lack of pro- 
duction facilities, but because pro- 
duction has been sabotaged. 


and Standard- 


production. 


ization 


P. L. Carty, president of Media 
Records, is in a position through 
the statistical operations of this 


valuable organization to see news- 
papers and newspaper advertising 
at close range, and to understand 
what is going on in the newspaper 
field perhaps better than either in- 
dividual publishers or advertisers. 
Hence we are inclined to lay great 
weight on the implication of his 
comments at the annual convention 
of the Newspaper Advertising Ex- 
ecutives’ Association at French Lick 
March 30. 

Mr. Carty did not attempt to tell 


newspapers what they should do to | 


improve their position in the ad- 
vertising picture, but he did call 
attention to factors which obviously 
affect the success of newspaper sales 
efforts. His theme of making it 


tice with reference both to mechan- 
| ical requirements, which in some 
cases cannot be changed, and other 
| requirements which are made arbi- 
trarily. 
Thus 
| sizes, 


wide variations in 
column widths and depths 
and color facilities are paralleled 
by equally wide variations in re- 
| quirements as to minimum 
position, rates, rotogravure 
and other details. 
Lack of uniformity both in the 
|}mechanical requirements and _ the 
| arbitrary standards set up for the 
use of newspaper space combine to 
| make it a harder job to plan and 
| place newspaper advertising. 

Mr. Carty gave a clear, factual 
|picture of the situation. The answer 
jean be supplied only by newspaper 
management, and friends of news- 


page 


sizes, 
color 
rates, discounts 


do not believe that this will be done. | 


chandising, are dependent for their | 


10 Cents a Copy, $2 a Year | 


WHAT, NO WALL OUTLET? 


Electrical Merchandising 


"You used to read the paper at breakfast—now you have to shave, too!" 


Ad-libbing 


Dramatic Letterhead 

Some time ago Fielding, Chicago 
organization which specialized in 
dramatic sales presentations, took a 
look at its letterheads and decided 
|that, while they were nice enough, 
| they were hardly dramatic enough 
to carry out the selling theme of a 


fielding 


/company to whom drama is life. So 
the dramatized letterhead shown 
|here resulted. Fielding says that 
‘the elimination of half the letter 
| space on the letterhead is of no con- 
| cern, since its letters seldom run 
over 100 words in length, and the 
nature of the business becomes 
immediately apparent from 
illustration. Incidentally, 
isn’t satisfied with one dramatic 
letterhead. The form will 
the same, but every three months 
the bottom half of the panel at the 
right will be changed to illustrate 
recent jobs which the organization 
has turned out. 


Insurance Reports 

Receipt of the report of Metro- 
politan Life Insurance Company 
serves as a reminder of the tremen- 
dous change which has come 


few years. 
financial statement has given place 
to attractive and interesting mate- 
rial which does a sales as well as 
an information job, and which a lot 


Maybe the TNEC is _ principally 
responsible for this change in insur- 
ance reports; if that is the case, it 
should be given a vote of thanks. 


Over the Transom 


General Outdoor Advertising Com- 
|pany’s Memphis branch, thinks 
there’s nothing quite as good as the 
|safety business. The other day a 
new police commissioner decided he 


the | 
Fielding | 


remain | 


into | 
vogue in this field within the past | 
The dull, drab, lifeless | 


of people can be expected to read. | 


John Maden, general manager of | 


further ado wrote to leading out- 
door users asking for $150 worth of 
space. Before you could say “Mem- 
phis is very safety conscious” he 
had lined up 30 advertisers, all of 
whom contributed the space through 
GOA. The copy and layout, believe 
it or not, were worked out by the 
police department, and the mayor 
|helped out by doing an unveiling 
}act at the first board. 


| 


Those Parrots 

The boys at This Week are still 
talking parrot talk, and probably 
| will be for some time to come. It 
|seems that in the Feb. 2 issue -of 
This Week the editor ran a column 
otf anecdotes about parrots, and 
buried at the bottom of the column 
| was an invitation to owners of talk- 
|ing birds to write in about their 
"unusual doings or sayings. Well, 
|}parrots are not too numerous, so 
This Week expected maybe a score 
of letters. Instead, almost 2,000 
have already arrived, and they’re 
still coming in. 

The stuff is interesting, too, and 
some of it has been put in a promo- 
tion piece. For instance, there’s the 
N. Y. Stock Exchange member 
whose parrot asks him every eve- 
ning, “How’s the market, Pop? 
a bull, I'm a bull!” And _ then 
|there’s the macaw in the furniture 
|department at Bamberger’s Newark 
/store who drives the elevator oper- 
|ators mad by continually shouting, 
“Wait, please, I want to get on!” 
But the nastiest guy of all is the 


Baltimore bird who perches in the | 


window, and squawks every time a 
woman passes his house: “Lady, 
your slip’s showing!” 


Jottings 
One of the interesting things 
|about inquiries is that they come 


from all over, and from all kinds of 
people. Don Warinner, advertising 
manager of American - Marietta 


in the one he got the other day, 
| written in perfectly good English, 
but by a hand obviously much more 
accustomed to German script, re- 
questing a maintenance 
handbook which the company pub- 
lishes. It came from Ottawa, on 
a postcard boldly marked, “Pris- 
oner of War Mail,” and was signed 
by “Mr. H. Haaf, No. 3155, Intern- 
ment Camp R, Base Army Post Of- 
fice, Ottawa.” Wonder how 
he expects to get around to 
| painting. . . 

General Motors stockholders for 
the first quarter of 1941 numbered 
410,542, the highest in the history 
to the corporation. . . 

An interesting yarn on the mer- 
|chandising of art—through the 


his 


| 


I’m 


Company, is very much interested | 


painting 


soon | 


es 
— 


Information 
| for 
Advertisers 


The following documents may pf 
;secured without charge from com. 
|panies sponsoring them, or t rough 
ADVERTISING AGE, by any nationa) 
jadvertiser or advertising agenpy 
‘executive writing on his business 
| letterhead. 


No. 1785. For Intensive Coverage— 
Extensive Sales. 

Radio Stations WHK-WCLYE haye 
issued three file folders cont.ining 
tabulations of market data, cover. 
age maps and rate cards. Included 
is an outline of the stations’ produc 


and program promotion activities, 


No. 1786. How They Turned 4g 
Ghost Into a Gusher. 

This new booklet, issued by The 

Saturday Evening Post, tells the 


;success story of the Pennsylvania 
/crude oil industry: how producers, 
|refiners and marketers were brought 
together, how their marketing pro- 
gram was developed, and its ulti- 
mate success. The importance of 
|advertising is shown, and the suc. 
cess of Post advertising in particu- 
lar is indicated by a page of letters 
from some of the industry’s leaders, 


No. 1787. What are the Best Days 
to Advertise in Cincinnati? 

A condensed 1941 Cincinnati pay- 
roll calendar is provided in. this 
folder issued by the Cincinnati 
Times-Star, showing the amount of 
money paid in wages by 211 report- 
ing manufacturers, and the per cent 
of the total annual payroll for each 
payday. A supplement contains 
day-by-day payroll figures for the 
month of April. 


No. 1760. Living Lithography. 
General Printing Ink Corporation 
offers this booklet, which contains a 
transcript of the proceedings at the 
| fifth of the GPI-sponsored printing 
land advertising clinics, this one 
held at the Philadelphia Art 
|Alliance in conjunction with the 
| Lithographers National Association. 
‘The speeches which are reported 
cover the history, evolution, pres- 
ent status and future of lithography. 


No. 1758. Only Paul Bunyan Could 
Do This. 

Radio Station KMA, Shenandoah, 
/Ia., has issued this pamphlet which 
| is the first of a new series using 
| the station’s theme, “The Paul Bun- 
| yan of the Farm Belt.” The mate- 
| rial includes facts about the amount 
|of mail Paul delivered in the year 
ending Nov. 30, a coverage map, 4 
county breakdown map _ showing 
| mail response, and data on the sta- 
|tion’s market. 


No. 1765. Whaley Taxiposter Ad- 
vertising. 

| The story of the beginning and 

|development of Taxiposters as 4! 

|advertising medium is told in this 

new folder issued by Whaley Tax!- 


|poster Advertising. A map ane 
i'table indicate where Taxiposters 
are available, and information * 


given concerning circulation, rates 


; ; , | }<\- 
and mechanical requirements. Illus 


trations show some of the Tax 

posters now in use. 

No. 1722. Why Should I? 
“Advertise in Our Sunday Visor 


and The Register” finishes the que 
tion of the title, and the pages © 
this brochure offer numerous T* 
sons. The papers’ editoria! appe 
and reader response are discuss®® 
and information is provided © 
cerning the number of reade! 
where they are, and their buy!" 
ability. Rate and circulation © 
are included, as well as some * 
vertisers’ success stories. 


No. 1771. Facts. . 
“Chicago in Your Vest Pocket © 


Ithe sub-title of this small bo 
issued by the Chicago Herel 
| American. It contains a let of ¥™ 


| statistics, reviews the highligh’ ” 
|1940, and points out the | tentia 


easy for the buyer to buy was based | papers hope that it can and will| wanted an outdoor campaign to| Associated American Artists—ap-|ties for 1941 offered by the marke! 


on an analysis of newspaper prac- 


| be given. 


|help sell public safety and without 


| pears in the April 1 Forbes. . 


and by the Herald-Americe". 
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POPULATION-INCOME-SALES-CIRCULATION 
are swinging upward in OKLAHOMA CITY! 


Oklahomans are riding the crest of a new wave of prosperity. To instruction and for advanced training of army flying instructors. 
a 10% increase in Oklahoma City’s population and a 37% rise in cash Naturally, business is up. For the weeks ending February Ist, 
farm income for the state since 1930, national defense activity is now 8th, 15th, and 22nd, Oklahoma City department stores showed 
adding fresh thousands of buyers and fresh millions in income. increases of 14%, 28%, 13% and 18% over the corresponding weeks 
National defense, to Oklahoma City and its market, means the last year, according to the Federal Reserve Bank reports. 
shifting of a 32,500 manpower army from surrounding states to And keeping pace with market growth are the Oklahoman and 


Oklahoma’s Fort Sill... the establishment of a permanent base for Times. With an A.B.C. average of 194,207 daily and 158,957 Sun- 
200 officers and 2200 enlisted men of the 37th army air corps 48th day, for 1940, these papers stand at the highest circulation peak of 
bombardment squadron ... the construction of a new fully equipped their history. They wield an unrivalled and unapproached selling force 
Class 4 municipal airport ... new flying fields for primary army flying in one of today’s major markets. 


THE DAILY OKLAHOMAN’—séd 
OKLAHOMA CITY TIMES ff 


THE OKLAHOMA PUBLISHING COMPANY 


AMERICA’S GIBRALTAR 
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THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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TOILET GOODS AND DRUGS—61%. Chicago drug stores and 
the drug and toilet goods departments of department 
stores last year placed in the Tribune 61% of their ap- 
propriations for advertising in Chicago newspapers. 


DOMESTICS AND BEDDING—52%. Chicago department stores 
last year placed in the Tribune 52°), of their budgets for 
advertising domestics and bedding in Chicago news- 
papers. 
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THE NEXT CHICAGO PAPER 
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WHO MAKE UP 


AND BEST MARKET FOR 


THE BIGGEST AND BEST 


A. you passing up additional volume which 


2 
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you might easily get from Chicago women 


this spring? 

Retailers, the men who are best acquainted 
with Chicago women’s buying habits, build their 
advertising programs around the Tribune. 


Last year Chicago department stores and spe-_ 


cialty shops placed in the Tribune 49% of their 


budgets for women-appeal advertising in Chi- 


cago newspapers. This was 126% more than they 


placed in any other Chicago newspaper—more 
than they placed in any two other Chicago news: 
papers combined. 


Chicago’s all-income medium 


The same women who make up Chicago's big: 
gest and best market for retailers make up the 
biggest and best market here for you—no matte! 
what woman-bought product you sell, or what 
income group it appeals to. 


Every day of the week, the Tribune now has more 
than 1,000,000 circulation. On weekdays it deliv: 


ers from 580,000 to 625,000 more total circula: 
tion than other Chicago daily newspapers. O2 


Chicano 


THE WORLD’ 


-4 


, ee 
TOTAL ADVERTISING TOTAL DISPLAY ADVERTISIN 
1932 1940 @ 1932 1940 
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‘| WOMEN 

} CHICAGO'S BIGGEST 

NV RETAILERS MAKE UP 

/ CHICAGO MARKET FOR YOU 


Sunday it delivers from 300,000 to 810,000 
more than other Chicago Sunday newspapers. 
- Right in metropolitan Chicago, the Tribune on 
". ) weekdays delivers 440,000 more circulation than 
_other Chicago daily newspapers—more than any 
‘two other Chicago daily newspapers combined. 

On Sunday the Tribune delivers in metropol- 
itan Chicago from 395,000 to 470,000 more than 
other Chicago Sunday newspapers— more 

_ than the other two Chicago Sunday newspapers 
combined. 


re 


When you can have more, why take less? 


When women in every neighborhood and suburb WOMEN’S SHOES—58%. Chicago department stores and 
of Chicago have more money to spend, when the specialty shops last year placed in the Tribune 58°/, of 
: ; their budgets for advertising women’s shoes in Chicago 
Tribune every day of the week is reaching more 
of them with greater sales effectiveness, why 
pass up the extra volume which can be yours? 
Tribune rates per 100,000 circulation are among 
America’s lowest. 


newspapers. 


Ask a Tribune representative or your advertis- 
ing counsel to help you plan a program around 
7 the Tribune which can help you get a greater 
share of Chicago women’s increased buying. 


Total net paid cir- 


= culation now: Daily, = Cy | r, fe 
Over 1,000,000— | 
Sunday, ln enoses WOMEN’S CLOTHING—62%. Chicago department stores and 


ys of 1,200,000 specialty shops last year placed in the Tribune 62%, of 
GREAT EST NEWSPAPER their appropriations for advertising women's clothing 


a in Chicago newspapers. 
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GENERAL ADVERTISING RETAIL ADVERTISING DEPARTMENT STORE ADVERTISING CLASSIFIED ADVERTISING 


3. 1940 e@ 1932 1940 e 1932 1940 e 1932 1940 y 
22.5% 52.0% 6.4% 67.0% 8.3%) 12.1% 57.9% 115.6% : 
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Bankers Life Refutes 


“Bad” Record of Copy 


To the Editor: The position of 
prominence which you gave to one 
of our advertisements in your 
March 24th issue leads me _ to 
believe that you may be interested 
in a recent exchange of correspon- 
dence between Mr. H. A. Thompson 
and myself. 

Our advertisement which rated so 
low with Mr. Thompson’s organiza- 
tion was an excellent advertise- 


ment for us, and did precisely the | 
job we wanted done at a very low | 


cost. 

Our purpose was to give nation- 
wide circulation to our annual 
statement among the higher income 
groups at a low unit cost. We also 
had the idea of building agency 
morale, which comes from this type 
of advertising in a publication of 
The Saturday Evening Post type. 
Furthermore, we carried out a plan 
under which our salesmen brought 
this ad to the attention of their 
prospects in their own communities 
by means of a letter announcing 


this ad. The results were extremely | 


satisfactory. 

We, of course, did not expect a 
high rate of readership for this type 
of advertisement, and do not be- 
lieve it is fair to compare this sort 
of copy with copy such as our ad 
in the Jan. 25 issue of The Saturday 
Evening Post under the heading 
“FORGOTTEN by the man who 
said he would always remember!” 
which was chosen as a “stopper” by 
Tide. We do not know what the 
rating was on that ad, but do know 
that the coupon inquiry returns 
were high. 

We suggest that as a matter of 


fairness to us, you might report in | 


your columns 
set forth 


some of the 
in this letter. 

B. N. MILLs, 
Secretary, Bankers Life Com- 
pany, Des Moines, Ia. 


points 


. | 


Highway Markers 

To the Editor: 
only mentioned a new ribbon strip 
which I have invented for highway 
markers, instead of the possibility 
that Miller McClintock will try to 
join his old and new loves by turn- 
ing up with a plan to use tin cans 
for highway markers, you might 
have helped me to gain some live 
interest in a new stunt. 

Believe me, this is what makes 
Copy Cub’s stuff so interesting. I 
wouldn't miss it. 

B. TANDITTER, 
New York. 
v v v 
Similar Covers 

To the Editors: Speaking of simi- 
lar ideas in illustrations, as you have 
on occasion, you'll be interested in 
the cover of our March issue and 
that of the February issue of Print- 
ing. 

The shots were not made by the 
same photographer. Ours was taken 
in December and I presume the one 


If Copy Cub had | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


SELLING COPY 


FORGOTTEN 


by the man who said he would always remember! 


Bankers /ife COMPANY 


In contrast to the purely institutional 
page it runs each year is this potent 
selling copy for Bankers Life Company. 


on Printing must have been done | 
around that time as well. 
PauL HAASE, Director, | 
Public Relations, National As- 
sociation of Credit Men, New 
York. 
v v v 
Spring Inside 
To the Editor: The attached ad-| 
vertisement, clipped from the Kan-| 
sas City Star for Thursday, March 6, | 
1941, is a clever idea for using the 


CONTRAST _ | 


- a im 
Wel «0s eprime co the made ceywey! 


Cpe nt 1 he orem 


Quick-witted retailer takes advantage of 
unseasonal spring weather. 


unseasonable snow storm in the 
spring advertising campaign of a 
men’s clothing store. 

I have no idea who was respon- 
sible for the ad, but the advertising 
manager certainly is to be com- 
mended for a swell job. 

JAcK A. MOorHEAD, 
Neodesha, Kan. 


eS 


War Department Warns 
of Fake Solicitations 

To the Editor: It has’ been 
brought to the attention of this of- 
fice that certain individuals have 
attempted to use coercive methods 
to solicit advertising from firms 


COVERS THAT PASS IN THE MAILS 


Similar ideas on the front covers of two business papers. 


It's only fair to point 


out, however, that Printing has been using type forms as part of its cover designs 
for several months. 


|holding government defense 


|from firms holding government de- 


_with which I happened to aid him. | 


con- 
tracts. 

I think that this matter can be 
corrected and that you can give as- 
sistance to the War Department by 
publishing in your publications, a 
notice to read approximately as fol- 
lows: 

“A War Department warning has 
been issued against alleged coercive 
methods used to solicit advertising 


an 


fense contracts, on the part of pub- 
lications which seek to assume a 
quasi-official connection with the 
Department. This announcement 
came as a result of a complaint 
from a manufacturing firm that a 
periodical with offices in a South- 
western city had solicited its ad- 
vertising through a letter creating | 
an impression of military connec- 
tions which were imaginary. 


small and large. 

This was the monumental work 
of John Wanamaker, and Mr. Appel 
describes in the fullest detail in his 
book the process of that great cru-| 
sade, from the very day Wanamaker 
opened his store in 1861, using a 
one-price advertisement to draw 
trade, to 1869 when he first adver- 
tised one price as a policy (“The 
prices are all put down’), and 
then to 1874 in his first full-page 
advertisement, elaborating this pol- | 
icy so that it became the subject of 
national comment and imitation— 
the beginning of a crusade to set it| 
up as a broadly American retail 
policy. It would appear that in ten 
years he virtually had won this na- 
tional crusade. 

As those familiar with American 
business history know, the great 
mail order houses were not in ex-| 
istence in 1861, nor for 


(not as a cash or One-price store) 
in 1859, the chain store was not 
even ahead of Wanamaker, much | 


. ° ° | 
less A. T. Stewart, in one-price pri- | 


or 


gr 
complished 
A. T. Stewart was neither m 


a 


— 


ity. 

Newspaper advertising was the 
eat tool by which Wanamaker a. 
his one-price CruSade 
uch of 


newspaper advertiser, nor a gre. 


personal publicizer like Wanamake, 


and therefore Stewart’s 
example made very little de 


course on business (which it was) 
In 1873 there were only four or fy 
advertisers of any kind spending ag 


m 


Wanamaker advertising acted lik 
decades|a stimulant at once to bring ; 
later, and as the A & P chain began | new 
istence. 


ONe-price 


nt ir 
American business practice. p, 
|} when in 1874 John Wanamaker pg. 
gan consistently to use big spare 
in the newspapers (the first adver. 
tiser of any kind to do so) his ery. 
sade began to “roll.” His store wa 
watched and visited by thousang 
of out-of-towners, and his adver. 
tising studied as if it were a stud 


uch as $100,000 a year, bu 


national advertisers into ex. 
J. GEORGE FREDERICK, 

Business Bourse, Research, N 

York. 


“Existing excellent relations be- | 
tween the War Department and de- | 
fense industry might be weronee | 
by such practices.” 

The McGraw - Hil! Publishing 
Company plans to carry this item | 
in their publications which is, of 
course, great assistance to their ad- 
vertisers. 

We solicit your help to further 
inform the public on this matter. 

R. B. Lorp, 

Lt. Col., G. S. C., Deputy Direc- 

tor, Bureau of Public Relations, 

War Department, Washington, 

a ©. 


> = ¥ 


Sets Wanamaker as 

One-Price Pioneer 
To the Editor: So many times 
recently there have been mis-state- 
ments as to the origin of the one- 
price system in America, that I be- 
lieve it would be a good service to 
get the facts straight, once for all. 
David L. Cohn in his 1940 book, | 
“The Good Old Days” (dealing with 
the great mail order houses), 
claimed that the big mail order cat- 
alogs first introduced the  one- 
price system. Another writer has 
claimed that the big chain stores 
did it. And now Dorothy Thomp- | 
son in one of her newspaper articles 
repeats the contention that the mail 
order catalog was the one-price | 
originator. Miss Thompson has ad- | 
mitted in a letter that she took the 
tip from Mr. Cohn. Thus does mis- | 
| 


information multiply! 

Most students of American busi- 
ness know very well what is the} 
real history of the one-price sys- | 
tem in America. And Joseph H. | 
Appel in his recent book, “Grow- | 
ing Up With Advertising” (Busi- 
ness Bourse, New York) puts the 
whole subject in its precise perspec- 
tive, based on definite researches, 


. . | 
Early America naturally _ bor-| 


rowed the multiple-price system of | 
Europe, and the first American | 
business man of any size to break 
from it was A. T. Stewart in 1823. 
He was in his early twenties and 
he opened his store in lower New | 
York with a policy of only one 
price, and its success is proved by 
his need for a larger after 
one year. Twelve later 
(1835) Lord & Taylor, New York, 
adopted the same policy, and in 
New Orleans in 1840 the Holmes 
Store did the same. Both these 
stores are still great stores. Mr. Ap- 
pel’s researches in New York dis- 
closed that some smaller shops fol- 
lowed Stewart's notable example. 
Brown & Urquart, Grand Street, 
and P. Gregory & Sons, Spring 
Street, both in 1842; both advertis- 
ing in the Tribune the policy of 
strict one-price. 
These facts fix 
these stores were retail “voices in 
the wilderness” — one-price islands 
in a sea of multiple-price stores. It 
remained for a great advertiser of 
the one-price system to popularize 
it and force it into the status of 
the decent American standard of 
retailing, everywhere demanded by 
consumers, and almost everywhere 
adopted by merchants of all kinds, 


store 
years 


priority. But 


TO THE 


Many thanks for 
our network 


70% more of y 


‘ ie 
advertising than you g! 


ost prominent 


the next m 


Chicago Station. 


Place your radio broadcast 


advertising camp 


these astute advertisers spend 


their money — on 


aaa 


jl 


INDUSTRY 


giving us 


aign where 


\T PAYS 
50,000 Watts, 670 Ke. Chicago, \Wlinois 


Represente 


BOSTON, 
w YORK, CHICAGO, 
” SAN FRANCISC 


> 


@ Nationally by WBC Spot Offices \n 


R, 
WASHINGTON, CLEVELAND, DENVE 


0 and HOLLYWOOD 
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Ou pay 
no premium 


— 


. ' - i dic 4, 3 , “% ie. a 


tba = 


No national magazine charges extra for “Local They can in THIS WEEK MAGAZINE, 


‘ 99 . . 
. » ey ae » » y ° . . 
Color”. But very few can deliver a good he Iping Beeause it’s a top-notch national magazine — 


of it at any price. and more. It’s also a part of the local Sunday 


THIS WEEK MAGAZINE is one of those very few. newspaper. The medium that the dealer uses 
* when he wants to sell something — and the public 
Do you wish your magazine ads could pick out uses when it wants to buy. ‘. 
the best local markets, instead of spreading all * Z 
over the land? Brighten up your °41 campaign with that “Sth “ 
They can in THis WEEK MAGAZINE. Color”. And see for yourself why 1940's adver- 
Because its 6 million circulation concentrates Guate ee almost 5% million 
on America’s 25 Key Markets—and covers them 1 OEE AE SA eee: enna 
as thoroughly as the next 4 weeklies, or the top THIS 
4 women’s magazines, combined. vyN —_ . . _ — 
. YO (@ Sees THE KEY MARKETS i 


Do you wish your magazine ads could hit closer 


to home with the big-city dealers, and shoppers? 
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Trend to 8-Ounce Beer | N R dio 
An increasing number of Wiscon- ewspaper- a 10 
sin breweries is following a trend 
toward eight-ounce bottles of beer. | p k P| d 
Package Planne 
ay Oe 
Elf,” new eight-ounce bottle of Peer- | in Boston Area 


The Miller Brewing Company, Mil- 
waukee, plans production of the 
less beer. 


Takes Advertising Post "'Herald-Traveler'’ and 


Frances Sturtevant, formerly with | 
R. H. White Company, has been | 
named advertising manager of | 
Thayer-McNeil Company, Boston | 
shoe organization, replacing E. B. | 
Ward, who has been inducted into 
the army. 


Sales Tie-up 


Boston, April 3.—The wedding of 
radio and newspapers into a single 
|promotional package will shortly 
be a reality here. Details of the 
new combination package are now 
being worked out by Robert B. 
Choate, assistant general manager 
of the Boston Herald-Traveler, and 
John Shepard III, president of the 
Yankee and Colonial networks. 

The deal would affect the Herald 
|and the Yankee Network and under 
its provisions the two organizations 
will offer space on a Sunday feature 
page of the Herald and time on a 
special radio 


Sor S&S 


Sale Action 
> DISPLAYS hy 
Seen-in-action 


SEEN-IN-ACTION DISPLAY CO., Inc. 
261 FIFTH AVENUE, NEW YORK Simultaneously. 


the combination and he 
|required to buy 
lof new spaper space 
For example, if the 


Yankee Net Ready New Paper oF the 


program. Probably | 
only one sponsor will be signed for | 
will be | 
an equal amount | 
and radio time | 


advertiser buys $300 worth of space 
in the Sunday Herald he will at the 
same time contract for $300 worth 
of radio time per week On one or 
more of the Yankee or Colonial 
network stations. 


Editorial Feature Is Base 


The combination is not a “bar- 
| gain” package in the usual sense of 
the word, since no rate concessions 
will be made by either the news- 
radio stations, each 
selling its space or time at its regu- 
lar established rate. 


The package would be set up 
around the Herald’s Sunday “Good 
Sport Page,” a children’s feature 
edited for 13 years by Margaret 


Ford, which is the “official organ” 
of the “Good Sport Club,” currently 
boasting a membership of more 
than 30,000 youngsters. The pro- 
posed radio program, featuring Miss 
Ford, would probably run 15 min- 
utes weekly and a by-product of 
the tie-up would naturally be an 
|inerease in readers for the feature 
and an increase in listeners for the 
station or stations. 

Both the Yankee Network and the 
Herald sales staffs (local and na- 
tional) will cooperate in selling the 
combination and each prospective 
advertiser must be approved by 
both parties. While the appeal of 


“Good Sport Page” is now 


| the 
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St. Louis, capital of the Globe-Democrat’s famous 49th " 
State, is one of the BIG GUNS in America’s Arsenal of 
The flexibility, 


can-do attitude of industry here has resulted in defense 


’ 


Democracy! How come? the healthy 


orders... from pins to tanks... totaling over $300,000,000! 


So What? 


Just this: the tremendous industrial pace-lift given 
St. Louis and the rest of the 49th State can mean 
money in the bank to you too IF you use the Globe- 


Democrat! It’s the only St. Louis newspaper that even 


claims to cover St. Louis and its money-spending PLUS wie 


market. In 273 important surrounding towns, your mes- 


sage will reach more than 50°; of the families regularly! 


© Combined annual retail sales reach 


all PSE fri. toe 


SAINT 


\ Ae 
KK 
he. d rs 


THE 4QTH STATE 


® A compact market of active, 
money-spending people living in 

® 87 counties in Eastern Missouri 

and Southern Iilinois where 


almost 500 millions of dollars 


The Globe-Democrat You Get 


St. Louis Globe-Memorcra 


49TH 


She NEWSPAPER OF THE 


STATE 


MOTOR CLUB TELLS 


WO. 1 OF A SERIES OF “TRUE-TO-LIFE™ 


——<$<$<—= 


; DRAMATIC STORIES | 


STORIES PUBLISHED BY THE CHICAGO MOTOR CLUB FOR YOUR PROTECT og, 


SEND COUPON 


YOU CAN T SEND ME TO JAIL / 


SEND NO MONEY 


OW FOR THIS 
Book / 


end Most Intelingnet Way to 


ook sont Pree | | 


Protect Tourvell Ageme rhe 16 
Meorerng Trovbles 


stories 
in the Chicago Tribune, advertising a free booklet on " 
against 16 motoring troubles.” 


First of a series of ‘true to life" 


is published by the Chicago Motor Club 
How to protect yourself 


Readers are urged to join the club. 


entirely juvenile, a plan to extend 

its appeal to adults through the | 

|newspaper and radio programs is 

being considered. 

Provide for Extension 
Should an advertiser 

extend his message to markets out- 


side of Boston he will be permitted 


to syndicate the page, retaining the 
right to adapt it to his Own pur- 
poses and placing it in the papers 
he chooses. The radio program 
would likewise be extended through | 


either of the Shepard networks in | 
New England. The radio and news- 
paper organizations will share in 


any syndication 
equal basis. 


The Yankee network organization | 
over | 


will have entire supervision 
the radio program. Linus Travers, 
vice-president of the Yankee Néet- 
work in charge of sales and produc- 
tion, conceived the idea and will 


| 
wish to} 


revenue on an) 


| probably direct the show. 

The newspapers and radio sta- 
{tions involved are entirely separate 
organizations and have no cor- 
| porate relationship. 


Consolidates Two Issues 


Effective April 5, the Kansas Cit, 
Journal has consolidated its Satur- 
day and Sunday editions. Hereafter 
the edition will be known as the 
“Weekend Feature Journal,” wil! 
carry a Saturday dateline, and will 
be delivered late Saturday after- 
noon. Sunday comics and othe! 
| Sunday features will be included. 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


ee NO 


aa 


WILL YOU SELL 


NEARLY $300 a minute —every minute of the 
that’s what 
it costs to keep the farmers’ tractors and trucks 


day and night—all year long... 


running in “America’s Money Belt.” 


the nation are owned by 
Only 10.7% of the I 


and other folks too, have money to buy the 
“other folks” 


things they need. Those 
plenty for their automobiles too, 


where there's practically a car for every family. 
“Money Belt” 
farmers plow this Spring. The four-way voice 
of The Cowles Stations will plant your message 
in this fertile ground. May we tell you more? 


The Cres Seating 


Reap your harvest while 


ors mores OFS worms 


ow ae 


i oa 


a= v8 So 


Represented Nationally by THE KATZ AGENCY 


‘e Used Last Yeor 
More than one-fourth of all the tractors of 
“Money Belt” 
J. S. farms — BU 
OF THE TRACTORS! Reason? ... 


ue 


ze ties 


7? 


Here’s What Money 


That's a Belt Farmers Alone 


farmers. Quantity Es 
T 25.1% GASOLINE 
farmers, 933,341,730 gal..$102.6 
IL 
<8 Pee 
out here sas eign yoo 


GEAR LUBRICA’ 
68,634,211 Ibs g,922.447-4 
SPECIAL LUBR! 

12,357,793 Ibs 1,85 
KEROSENE 
6,170,295 bbls. 26,2 
DISTILLATE 

508,605 bbis.. 2,004.42)" 

PETROLEUM 


7,698,908 gal 2. 
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First Award of 
THE PEABODY MEDAL 


presented to the 
COLUMBIA BROADCASTING SYSTEM 


For Outstanding Meritorious Public Service 


“,.. for regarding its schedule as a curriculum for adults and children... 
for covering adequately the significant news of the year... for promoting 
Pan-American unity and understanding through its School of the Air... 
for aiding education with special school-room services and such programs 
as Invitation to Learning, The Human Adventure, Report to the Nation, 
The People’s Platform and Columbia's Country Journal... for giving 
religion a major place in its public service activities...and for its manifold 


and continuous interest in serious music and other cultural subjects.” 


Naturally we're proud that CBS is the first network to be honored by the 


University of Georgia with the George Foster Peabody Award —radio’s own 


“Pulitzer Prize”—for “outstanding meritorious public service.” We are espe- 
cially happy that thisaward comes to CBS for its complete program structure—a 


harmoniously integrated unit designed in the interests of the American people. 


Columbia Broadcasting System 
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can he sue for infringement if the finished product belongs to the _ brought. 
* advertiser later accepts a similar client. He alone can copyright it. The name “Olde Maestro” y.. 
Our Own Legal Quiz—lIl drawing or illustration prepared by Question 10. Can a name be pro- not used by Pabst for its beer, py, i 
another artist? tected though it has not been regis- the court held that it was so close), 
Answers to Readers’ Legal Questions | Answer 8. No. Unless the artist tered as a trademark? associate d with its product throug “( 
makes an agreement providing that Answer 10. Yes. It may be pro- Bernie that its use by the . 
By HARRY HIBSCHMAN he is to be paid for his work re- tected as a trade name on the brewer amounted to unfair compet. Pe 
. , _ gardless of whether it is accepted | ground that its use by anyone else “©"- An injunction was ord. ' 
[Editor's Note: The _ following within the state under facts similar or not, the advertiser has the right | constitutes unfair competition. A ingly issued. 
questions have been submitted to to those outlined = the preceding to reject it and to accept one that | notable case is that in which the Protection of Common Names . 
Mr. Hibschman by readers of Ap- paragraph, notably in Texas. The he considers satisfactory. The fact Pabst people sued another brewing Question 11. On what legal theo, a 
VERTISING AGE or by members of present-day tendency seems to be that the latter will naturally be | company to prevent the latter from are common names like “Esc,ir, la 
audiences of advertisers, advertising | to hold out-of-state corporations as similar to the former, does not give using the name “Olde Maestro” for or “General Electric” given }rotee. a 
men and businessmen in general “doing business’’ on pretty flimsy the first artist a cause of action for a beer. It will be recalled that the tion against use by others? 
which he has addressed recently on | grounds. infringement. name “Olde Maestro” has been as- Answer 11. On the the - 
the Pacific Coast. This is the second Rights of Artist Question 9. Who is the proper sociated with Ben Bernie for a “secondary meaning,” that th 
= S sores of such CRESTS. Addi- Question 8. If an advertiser asks | party to copyright anadvertisement, number of years, and Bernie in although common in Origin the, 
tional questions of general interest 4» artist to prepare a drawing or the advertiser or the agency? turn had been broadcasting a pro- have been used so widely in | ¢& Bi 
are welcome, and will be dealt with | ijjstration of a certain kind and Answer 9. The advertiser. Pre- gram advertising Pabst’s Blue Rib- tain sense as to have acquired : 
in subsequent discussions. | embodying a certain idea and the liminary drawings, layouts, copy, bon beer for at least three or four meaning other than their priman ” 
Question 6. Are advertising | artist prepares one that is rejected, | etc., belong to the agency. But the years when the suit referred to was meaning. Hence, the use the pe 
agencies and copywriters liable to aie - 


action by the Federal Trade Com- 
mission? 

Answer 6. Yes. The Commission 
may proceed against any party or 
person who has anything to do with 
the dissemination of an objection- 
able advertisement. This obviously 
includes the agency and the copy- 
writer. The only part of the 
Wheeler-Lea Act that leaves the 
way open for the exemption of the 
agency is the part relating to crim- 
inal proceedings. The agency is not 
liable to any such proceedings if it 
discloses the name of its client when 
requested so to do. But there may 
be a cease and desist order against 
an agency or copywriter, and viola- 
tion of that order will render the 
culprit liable to a civil penalty up 
to $5,000. 


Suits Against Publishers 


Question 7. Can the publisher of 
a magazine be sued in a state in 
which it has no office? 

Answer 7. That depends on the 
facts and upon the interpretation of 
the law with regard to what consti- 
tutes “doing business” within a 
state. Generally speaking, where a 
magazine is distributed through a 
regular news agency like the Amer- 
ican News Company, the publishe: 
is not subject to suit outside of the 
state in which it is incorporated or 
maintains business offices Even 
though the corporate publisher may 
have its own promoters and 
field men, who go into a state to 
boost the circulation and sale of its 
publication, that does not constitute 
“doing business,” at least not where 
their duties are exclusively promo- 
tional, where they make no 
collect no money, and receive their 
salaries from the home office 

There have been many attempts 
to bring publishers under the juris- 
diction of courts far from thei 
places of publication, frequently by 
serving the local dis- 
tributing agency or on a local news 
vendo! But the ruling in most of 
the cases has been that a publishe: 
cannot be sued in a state simply be- 
cause it sends its publications there 


sales 


sales, 


process on 


for distribution by a news agency 
and for sale on the regular news- 
stands There are a few cases 


however, in which the publisher has 


been held to be doing business 


WICHITA 


Keay Pyles Gene Mar 


9000 Watts - Dial 1050 


WSUE 


lI) CO. 


U1 hestory / 


Better Homes & Gardens for May is the biggest 


issue in our history! Biggest in advertising linage 


and revenue! Biggest in editorial linage! Biggest in 


circulation! These are the three great yardsticks of 


a magazine. Get a copy and see for yourself! See 


why Better Homes & Gardens delivers. in one 


book, America’s BIGGEST Suburban Home Market! 


) 
<= THE STORY IN A FLASH: THE MAY ISSUE HAS 


COLOR ADVERTISING... 


ILLUSTRATIONS . . . 


REVENUE FROM ADVERTISING. .. 


et os es 


LINES OF ADVERTISING... 


EDITORIAL 


CIRCULATION... THAN ANY OTHER ISSUE IN OUR HISTORY! 
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name E squire by a man’s store may booklet without the permission of 

be hibited at the request of the copyright owner. 

Esq magazine, known as “the A Case in Point 

magazine for men,” and the name Ordinarily it is permissible to 

“Ge 1] Electric’’ may not be used quote  briefl, from copyrighted 

by ther manufacturer of elec- works. One may, for instance, use 

tric pliances and products. quotations in a book-review or in 
Question 12. May brief excerpts another work dealing with the same 

fro? rticles in scientific journals subject. But one may not quote 

or f books be used in an adver- from a copyrighted work for com- 

tise t or in an advertising circu- mercial purposes. 

lef hooklet without the consent There is a case directly in point. 


f tl (ther or publisher? The manufacturer of a_ certain 
An- ver 12. If the material to be cigaret put out a pamphlet bearing 
d pears in an uncopyrighted the title “Some Facts About Cigar- 
but blished article, it may be ettes,” and to support the manufac- 
thout anybody’s permission. turer’s contention that its cigarets 


user : 
But, uming the material to be were not harmful to the throat, it 
cop) ted, not a single sentence reproduced three sentences from a 

appropriated for use in an book entitled “The Human Voice, 


ement or in an advertising Its Care and Development,” by Dr 


Leon Felderman. Though _ this 
amounted to only about one sen- 
tence for every hundred pages in 
the book, a federal judge held that 
it amounted to unwarranted _ in- 
fringement of copyright, not being 
a fair use of the material quoted 
and, therefore, not a_ permissible 
one. 


Plan RB. L Highway Zones 


Under a bill introduced in the 
Rhode Island legislature, a highway 
zoning commission would be ap- 
peinted to establish a_ protective 
area of not less than 100 nor more 
than 400 feet on both sides of all 
state and state-aid roads, within 
which no advertising signs would 
be permitted. Existing signs would 
have to be removed within two 
years. 
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Home For Young-Marrieds 


SEF PAGE Ip 
* 20 Ideas for Quick Bloom 
How and What ta Barbecue 
avoriie Color Schemes 


"6 Homes on the Bridal Path 


OF ine HPOESSNESG COLPELES }. 
us 
. * 
te” ook ay x m. aly 
98 ” 
‘sated 
ve 
Americas 


Suburban Home Markel 


BETWEEN NEWSPAPER MEN'S SESSIONS 


Chas. R. Bonner, advertising manager, Cincinnati Times-Star; Paul West, general 
manager, West-Holliday Company; Col. L. M. Herron, advertising director, 
Washington Star; and W. F. Dagon, advertising manager, Springfield, IIl., Journal. 


Walter Pfaffenberger, advertising manager, Los Angeles Times; Jim Brumby, 

advertising director, Atlanta Journal; Ken Dennett, Chicago manager, O'Mara & 

Ormsby; Forrest Geneva, advertising manager, Des Moines Register and Tribune; 
and Robert Drew, advertising manager, Milwaukee Journal. 


O. C. Brown, advertising manager, Oklahoma Publishing Company; Gene Bennett, 
advertising director, Ft. Wayne News-Sentinel; Earl Maloney, advertising director, 
Peoria Journal-Transcript: Aubrey F. Murray, New Orleans Times-Picayune; and 


State Journal. 


Sid Phillips, Columbus, O., 


Tnaugurate New — and L. W. Lyons, treas- 


Lee B. Wailes, manager, is head 


Radio Set-up for of the executive staff with head- 
Westinghouse quarters in the KYW bldg., Phil- 


adelphia 
Pittsburgh, April 1.—All broad- : ' 
casting properties owned by West- Michigan Relaxes 


inghouse Electric & Mfg. Company Liquor Monopoly System 
startes epareniig Soeny wigs cath woh Michigan's liquor monopoly sys- 
wholly-owned subsidiary, Westing- tem was thrown open to competi- 
house Radio Stations, Ine The tion from retail merchants when 
transfer of stations to the new com- the state commission broadened its 
rules to permit specially-designated 
distributors to compete with state 
liquor stores. 

The commission suspended a 
inghouse Radio Stations, Inc., are a raya IE cage gre her < goon 
KDKA, Pittsburgh; KYW, Philadel- | 4.46 liquor store to sell liquor while 
phia; WBZ, Boston; WBZA, Spring- the latter was open for business. 
field, Mass.; WOWO-WGL, Fort Of the 1,375 specially-designated 
Wayne, Ind.; International Short distributors in Michigan, 413 are 
Wave Station. WBOS. Boston: and within the one-mile radius and will 
two FM stations. WIXK. Boston, benefit by the new ruling. The 
and WIXSN, Springfield, Mas: effect on state liquor revenues will 

Directors of WRS include several] be watched closely 
and executives of the parent 


They are A. W. Robert. Protex Names Reiss 
Buchet M. W Protex Products Company, Jersey 
H rola, City, maker of Pliofilm covers, pro- 


pany was authorized in February by 
the Federal Communications Com- 
Mission 

Stations now included in West- 


office: 
company 
on, George H 


Smith, Roscoe Seybold, : 

: 2 . : tectol and closet accessories, ha 
Smith and Walte Evan Office! plac d it account with Rei Ad- 
of WRS include Mr. Bucher, presi-  vertising. Ne York Magazine 
dent; Mr. Smith and Mr. Evans, | busine papers and direct mail will 


ce-presidents; C W Pomeroy, be used 


CONTEST SPONSORS — 


CONTESTANTS ONLY are the deciding factor in the 


success or failure of any contest. 


Mediocre prizes and questionable judging wi'l only 
result in ‘thumbs down" on your next contest. 


DON'T LET IT HAPPEN TO YOU! PLAY SAFE WITH 


CONTEST CORPORATION o- AMERICA 


“The Official Judging Organization of Contestdom™ 


Plaza Building INDIANAPOLIS, INDIANA 
RATES AND DETAILS ON REQUEST 
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Coty Puts Glamor 
Show on Tour of 


audiences by Coty, Inc., which is 
finding ‘‘Make Up and Live” an ef- 
fective stimulus to department store 
sales. 

Using advertising models as stars, 
the show enables Coty to merchan- 


front of a tiny cottage, she voices 


'the wish that she might become as 


beautiful and is suddenly con- 
fronted with a fairy godmother in 
the person of another well-known 
advertising model. Eventually the 


“Make Up and Live” is booked 
solidly until the end of June in 
stores throughout the country. 
Newspaper advertising promoting 
the play is on a cooperative basis. 
Coty advertising is placed through 


——— 


Pal Blades to Go 
National After 
Sectional Tests 


dise its national advertising to local| two models appear on the scene J. D. Tarcher & Co. New York, April 3.— With cop, 
p riment Stores audiences throughout the country.|and show Peggy how they use scheduled to break in Calit a 
e a Action shifts from a dramatization, make-up. By the use of Coty cos- . . shortly, Pal Blade Company + 
p of Coty advertisements to a direct metics applied under their tutelage, Columbia Broadcasting week completed plans for ontaee 
Com lete Unit Sta es and simple exposition of the use of , Peggy finally emerges a beauty. In Adds Four Stations distribution of its new } low | 
P . ° g Coty cosmetics. Authored by Lois|the motion pictures which appear Stations KZRM, Manila, P. I., and| ground blade. Newspaper ser. | 
Dramatic Selling Act Long, beauty expert of The New during the course of the play, the WMBS, Uniontown, Pa., have joined | tions have already appeared in New 
f W Yorker, “Make Up and Live” is| audience gets a close-up view of the Columbia Broadcasting System. England, the Middle West en : tae | 
or omen built around the time-honored story the art of applying cosmetics. re b ara Mag Rang — a Sauth. | 
of the ugly duckling who achieves . The printed program for the play middle oe Ak sen pr hn May The company, long a manufac. 
New York, April 3.—The art of her heart’s desire through the in- is a merchandising tie-up, pointed 9 cration WKWK Wheeling W.Va-|turer of private label blades. pro. 
transforming an ugly duckling into tervention of a fairy godmother, a|at creating toilet- goods counter | 5, ‘ Myhe erg 


a glamor girl in one easy lesson is 


fairy tale as old as the feminine 


traffic. On the last page is a per- 


becomes a CBS full-time outlet. 
This brings the Columbia network 


jected the hollow ground ides |ast 
fall. The new blade was im; 


see ; 4 3 edi- 
being dramatized for large feminine search for beauty. sonal analysis chart which the audi- = to ee eee om :' ately launched as its first brandeq 
' ence is invited to take to the Station SBT, S outlet in| merchandise and advertising st pte, 
Complete Traveling Unit counter. After each performance,| South Bend, Ind., now operates early this year. Central ad\ a 

With a speaking cast of four,|the stars of the play appear in the | full time on the newly assigned 


“Make Up and Live” is a complete, 
self-contained traveling show which 
carries in a trailer truck its own 
stage, settings, props, lighting and 
sound equipment and stage crew. 


toilet goods 
beauty advice. 


department to. give 


Gives Four Performances 


“Make Up and Live” opened in 


frequency of 960 kilocycles with 500 
watts power by day and 250 watts 
at night. The station, which is con- 
structing a new transmitter, 
FCC permission to expand its night 
time power to 500 watts in the near 


has | 


ing theme is that “the barber’s 
|gives the best shave, the fety 
razor gives a safe shave, bu ’ 
hollow ground Pal gives you both.” 

Considerable sampling has 
done, using girls dressed in wni- 


Motion pictures in color accom- | Hartford and then made its appear- | future. ‘forms, who distribute cards fe. tyr. 
panied by music are used to ance in Philadelphia. This week it} __—- \ing the company’s “little Mr. Pa)” 
heighten the dramatic effect and | is scheduled for Baltimore and next | Television Permit to B. & K. | 


educational value of the production. 


week will appear at Gimbel Broth- | 


Permission has been granted the 


trademark with sample blade- at- 
tached. Each city is sampled | 


4 ad © . > . “-O . © . . vice 
The play opens with Peggy, the ers department store here. In each | Balaban & Katz Corporation, Chi- |°" 4 progressive schedule and about & 
ugly duckling, thumbing through a/| store the show is staged daily on cago operator of motion picture the- | 20,000,000 blades have been dis. - 
“4nd 1 hear that WFDF Flint Michigan Magazine and pausing to envy the Thursday and Friday and twice on aters, to construct an auxiliary ex- | tributed thus far. : 
is now 1000 watts on 910.” two lovely models who appear in all |Saturday. According to Walter B.| perimental television — station in| Spot radio sports programs round H 
Coty 1941 advertising. Seated in| Neuburg, Coty advertising manager, | Chicago. ;out the campaign. Al Paul Lefton ; 
|Company directs the account. . 
- Thompson 
“SMOOTH AS STILL WATER iomps , Luce Are 
With Arthur Kudner 
| Through an error, Herbert A, 
| Thompson and Leonard E. Luce, of 
P Arthur Kudner, Inc., developers of 
- the Scanacord, were identified in 
ADVERTISING AGE last week as being 
connected with another agency 
Messrs. Thompson and Luce are 
PRINTING PAPERS currently experimenting with the 
use of the Scanacord, a camera 
which records the action of the eyes 
as they read a printed page or an 
= ae —- object in action. Tests of the appeal 
Providing all the beauty of costly printing papers of outdoor posters and window dis- 
h f plays are now being made. 
at the price of ordinary paper! | : — 
'Harrison to MBS 
| Curtis J. Harrison, for many years ; 


Now you can use printing papers that permit the 


finest printing results, and, at the same time, allow 


substantial savings. Seeedroa’* papers have a super- 


smooth printing surface produced by exclusive coat- 


ing processes. These papers reproduce four-color process 


plates handsomely. Products can be portrayed with a 


high degree of realism. Serefcoa? is the key to eye- 


winning printing that puts your story across with 


enthusiasm and helps move merchandise. 


Sevelcoal also brings new paper economy. Adver- 


tisers who have been paying a premium for superior 


printing results can make important savings at no 


sacrifice of quality by specifying 


Sevelcoal papers. 


Lerelcoat provides all the beauty of costly printing papers 


at the price of ordinary paper! 


On the other hand, if you have a small budget for 


printing which has limited you to not-so-good appear- 


ing catalogs, circulars and brochures, you can now 


step-up to Serefcoa’ quality paper at little, if any, 


extra Cost. 


advertising manager of Photoplay, 
|has joined the sales department of 
|Mutual Broadcasting System, New 
| York. 


Sigwalt Joins Agency 

Harold P. Sigwalt, who has con- 
ducted his own agency in Chicago 
and Milwaukee for the past two 
years, has joined Paulson-Gerlach 
& Associates, Milwaukee. 


New...1941 Edition 


—— 


ORDER NOW... NEW 1941 
Standard Advertising Register 


1941 Standard Register lists 


over 12,000 national andsectiona! adver 


The new 


tisers. It gives the executive personne 


Seeing is believing .. . Your 


merchant of the advertiser; including advertising 


printer or paper can 
- @ manager, sales manager, divisions: man 
show you samples of Seredcoal pee 
: agers, etc. Itshowsthe agency or agencie® 
Made super-smoocth by new, exclusive © papers Or write Kimberly-Cl ark je 
‘ ‘ i>. ) « ost in nces 
cooting processes. For high-quality printing. _ J I ; ae placing the account, in m : 
tt % a for proofs of fine printed results. with the agency account execu! ve. ! 
You'll agree, these new papers outlines the distribution of the »¢ve! 
; . 4 >a tis 
do most for the money! They are tiser's product and shows the 
: ing media used and time of yea: whe" 
Companion to Trufect ot lower cost. For available through your paper mer- 

Wee where quality remains 6 foctor, but - . . . i advertising budgets are made 
: oe. , chant. If you prefer, inquire direct. - 
less exacting printed resulte demanded. In fact, whether you sell spa - 
ee. Ae t ie oo 
. | or material, it gives all necessary ‘"" 
“TRADE MARK vet 

mation to effectively solicit the v 

tiser or agency either by mea . 
Where economy counts in volume printing, person. Get more information abou 


this grade does o splendid job. 


KIMBERLY-CLARK C O RRsReR Renee 


NEW YORK — 122 East 42nd Street CHICAGO~—8 South Michigaa Avenue 


this valuable service. 


EENAH, WISCONSIN | 


LOS ANGELES— $10 West Sixth Street 


330 W 42ndSt  333N. 


New York Chica 
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yy 9 long lines 
» the works At lenge 
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eople certainly are funny about therr 


In the 80 odd years since Appomattox, his- 


tories of the Civil War have poured unending- 


whose histories have been written in full. 


And neither one, nor all, of the sober fac- 


reading, arent they? 


ments. ‘These same studies reiterate the fact 


that Cosmopolitan publishes the best maga- 


ly from northern and southern presses. Personal tual histories created a bit of commercial zine fiction available today. 

ts memoirs, military details, profound treatises excitement... while all sorts of fashion and Nearly 1,850,000 families read Cosmo- 

, on causes and effects keep piling up until just cosmetic promotions got a lift from the story, politan. Its newsstand sale, at 25¢, is the larg- 
the card file in a good library make an impos- both as a book and as a picture. est in its field. Its urban concentration is the 

; ing heap. A recent author studied 126 other Men who sell are thoroughly familiar with 


ps 


ustories before he tackled his version. 

Yet the total readership of these almost 
countless books is as pale as a winter dawn be- 
ide the 3,000,000 sale of a single Civil War 
tors 

Fiction in “Gone With the Wind” made 
Millions of readers take Scarlett O’Hara and 
Rhett Butler to their hearts. But only thou- 
‘ands, at the most, are familiar with the trials 
and tribulations of actual southern men and 


Yomen, their almost exact counterparts, 


the emotional power of fiction to inspire de- 
sires and create buying moods. 

They are familiar, too, with the fact, em- 
phasized in survey after survey, that women 


put fiction at the top of their reading require- 


highest. Its proportion of young men and 
women is impressively great. 

The way to the hearts of 4,500,000 Cos- 
mopolitan readers is through Cosmopolitan’s 
fiction, and their hearts beat to the tune of an 


annual spendable income of $5,500,000,000. 


osmopolitan 


ee ‘ ¥ ae 
Greater today than yesterday...Greater tomorrow than today 


fe ney : ‘ceieies 2 ce ¥ ¥ ah ; ’ "Se ‘2 BS a: o ae OY al j “ ee ° f . 
‘1 7, 1941 ee 23 . = 
Apr! 
ee eee i A he eee, ee, mes eS rer a Serr Se as case? . = : : = 
“. we Yow a . . - q as SS. : ee : . 3 4 ae ey ® ’ 
= ~ @ Sat Bs a 
. — ; , ane 
") ; ; er ; -- 1 ; * ae 2 ae : 
k — 2 “7 + i. a a, COS Pe a ea ihe 7 eee + bie > Me ee em Pe soe ; See a oo el a 
' ” a rh ty" ple ago i ota —— a De co aes Fey con ae ‘ PJ Sh iris aiden . — fr ey : wea ‘ 
ee mt te eat ay oh ees ale aM oe an ogi me tty ; 9 oi A ay Cae a _ = ge = a Tes ‘ a 
 *, oh ue - _ i-~ ee ro v a aoe a a me oe, ae ; rm a re , | i san Be <a ae Re Ee og 2 ee af . @ 
mek eo eee OMe Me en ee ee i a ent. eee % Sac, ale = Pt eg ae Raya’ =< ene : a 
“hy os a i A ig ae, palit eS wes. be dtr al a aie ~.! Thay ye a ci Se ae = ee et Le aera ae ae 
—- ee | aS ee * : iv Ste ania Garett oe a Psa : Mbp ma ee Be SES gp teay te 5. a Need \\ \\ / ene on ae ies eee . ce gone < ae: i 
i er ay ; ha ee ee oh ge a Cog a avin ba at ieee 4 % ie a Aai* | J ahd = lil RM Ae ine eT er 
TR ie eee es Ere Phx ee a Mig a ae aie ; na ee see tae Pee on : a i ei 9 
GENS 5 oie anes | aR aay ia er Pe as) eee | y = ae: x re. RES ge . ang 
I te Fe Sl Si a oo oh Ae eat Seta ge cae ne Nae ee ex ae . ae! + : 34 “f the — 
Ee <n onc, ee Gp te eae : ONS a 2 ee = : me 4 
; aa 7% Pe vine a a oe ert es a Ae bs : i “a3 is te ate ~ ee a F t ne = ie ae? lb - ee ’ a 4 xo 
ee a ae ert. Si ee f - us : re ££, Sz bees aS cere eet: ; 
——— | Se : 
j = Bae ey Pa, oe je im, | ee E "as i ee: . ee Ea er. ER Oe ec gare oe teas ee ’ Pere 
ee aie om Me a ee bi vie sb Sumo sae Mr 
| . £ 4 ee ——<= . ee EE Seat een ane ahaa are Se SRN ERR ee } mse, ¢ ih & ra 
; ms) . : = go ® 
LT TTI ataaiatntpemmes : ; : ‘ Bcc 
: P — = “ aly, ' ’ 4 nics _ 
‘ ; , id r fess ae eas hs ‘4 ‘ = ee et é ; ey — “a YY 
: J a i/ a Ne a hg aes See : . oa ol. aw ileal . AT ) e ald 
Pi A ‘ A Sa ees re ‘a : . : aoe Fe “3 " a e ais Vingks es 
6) |) nS bk * nae se ae, ee 
of pi 3 ; | ee ; wt) Rae. ‘ " ‘= * ‘ are 
ye a} e 477; ° Rae be — : “ea 
f : / j aan j ‘Slopy Or z eer Bs mole ik —— ; ” F = 
q ‘ j a? j RL 3 = 2 . . . Ba —— } : - 
pipe | he 0); . iS eee pb re Mele ¢; / i 
; ; be | oe 4% 2¢ pe, ew , d ZL LES , . fe 
; f i ee: j CL SS. “y ee the mite a if : ee 
y ¥ S beds —_ = a ed “24 S = [4  —~ ¥ { = a 
" , i as ey ‘/ gf Ory ce OO —_ *? ; ' aa 
; a. “" x P un * 3 Z ae i J ; | - _ 
; i* “ % ~* A = gs er «_~, Py # . P 
; - sa ih, F Sl , "> en j , ; i 
i ; 4 a . Ses > q ees + ee ; 4 s es cael . 
, i iy = \ 1 z PPL . eS ae 
, a . ‘ . ; 
% f, 2% — \ 7 . [SSIS } g 4 
; iy a wy HE Ww fi ;. v 
_lhCUt es _ ; PRANK ON T. i je a 
& : . ; - i ‘ L‘¢7 ’ > : / ber ” F pe | a 7 - 
3 j - i aN i} wn R ° a. — el Ph ae : me oo 
p ‘ Hh ®) Me : >. f* . es j ; 4 a 
t é ; i i va? ‘ & de r . of A j ; ie Se 4 a 4 
ie » ae / yf (, _ ce ' Mh ) 4 > ia ore S CHAPTER I } ra : ‘ss ’ 
7. oy , o hs ff ee | mr. me 
_ } ‘ ‘4 ; P . ‘rhe . 7, Ay \ J ; / . : +’ t i 
‘i Peg r, ‘ - ? ¢ ; Ps D ta . ; j } ’ _¥ a 
t A? ie y = {73 é fee ad nd . | e 
¥ as as f ' y ' Mo) —" iS . G had fallen, aod che / | ., i 
1] ; 7 c Pg: i, an ICKSBUR ped in and taken j / % 
‘ 7 { ey he, arc. A ¥ ses 5 ee 
s } .— Fa ~ nn army bed 2 city. Hom j ‘ai; & * ’ 
3 3 = “ ¢ iil . Te tle = ae Be possession of the 4, hot j : ; . . 
‘ % ; e poe ~ ve i i ; ba : : 
4 ain ; 2 . . P ‘ ee yo i ies — ow accompany : o : 
b oi eh : vs  ——_ rr aw i es” : Frank longed w f the rebel / & “~ "| 
| / ow: a | ee es ial , the inside ° - a Me 
! z " , — “weahe % might see Jong with- : } rs afi * 
Fd = uma a ae ‘ pet le ® Wea , ag 
; Y a“, a i “Pe pv" ; J ; = 
; 5 ~~ a ae ae. 4 - f our Beet ‘ ; : 4 \, , ag 
r if =. ¥ aaa pe mM bee ae Ak pence 0. j 4 z 3 : 
: ‘ ~ “ag Se a oe. ee . \ et ; inst one j 7 —— . ; eee 
‘ 7 A 3 Cae os « oe age ken 60 j j 5 _ = ¢ a Sr 
| | * 4 am ee, Se | had 6p? — fie > See 
a ran a = % im \ eS See 4 ne j / # _ ey 
ey ; P, / i ' ¥ \ * By ee j / / 1] bias ie a 
¢ , ? ’ ° q - bh aa ae . ; 7! cs : 7 
tie , , 7 7 im Ls " 3 a2 7 A j r. % oa . 
‘ ‘ f \ : a : - mM AS a - / / & es ‘ ead ! 
, oo re | / x omit ; ee 
_ f a 4 Pe mal 
f , © - a 7 _ 7 7 j / Pi é : Ps e . tes a a 
y tk eal be t 5. era ae A j ar bin. a = vd 
. ae ia ws \ ai, ’ ec: ; as: 
: Pee: / j / : ¢ 3 meee = oy v atest ag 
id 9) Se ay? : § fee ree & ; ; 7% Pos 
= ss. f sae f . : i ‘ ; 4 4 Pi la 
d Pe 9 are ; »* 7 h\ ' «Ree j j j » Ce ites 
J Baie - f F Py : tom , TT . Z Jj oe ae 
h ai 4 3 “p x bi >i “ae H : a wn if : ‘ ete! es: 
f 4 9 a2 > ' . tes j . be Eta ie ae 
7 = 9 ae “4. ted P : ' i eye? .  . ’ } > F 2 
= = a x, % A Ag “ m 7 i et % ~| 5 oe Pon uee ; hi ss F a Ws . ‘ ~ or t r "4 
: . =. a. ; fi ety hae  S : {a . “ f : “4 
MMs i st — . , e oy 2 ae Se Pa 
4 "Pig g ay ~~ os 8. nae Vay = + mee - — “ ao. 5a, 
‘ : . 3 : , bs : — aes, rely: re “tr Mite. 2 ee ae ee ge. hae : . 
a Ee ean ee eee ow x . 4 - aks “ 4 wa? i, * ey fee si . ET ae " i a . : 
ri 
ae x 
i. eee ee 
ee a = =— : 
a 
— 
“ 
= *, 
It - i. : 
- a 
- = 
1s = F 
on . 
pT _ 
sas 
(3 ee a ; 
a ae LE eae ell 
oo 
a ee ne “ pit eae 
ee Med eee) Ae Ba en ee me ee ies nd 3 Pale ee , : ise" pt FS eas fig ae te re, ea ee a : ra ress fe oe 
eee Foe a ae nat oles wee oz ie ey bu me al dog Be kas ok ee — Oe roe ak: ane ef ia pt ee ‘ Pee A ie a ae wee i ba <o 
RR tee oan ene OR Pk TE. SP oe Fame Dee S Re pike Oe Oe oO a ee 
ees Jae eh oe ae ser - + See Fe ‘ oo + - | : i - £ ete ee ‘ a ye i ae ee uae rin eg os ws 4 
ne ae eee EL 2 a ot eee a ne , ' hoa ay ees a ate tae oe ae Tt. PEK ae Sm A i" af gigs 748 es fa et a 


ae 
ys. 


24 


“ ~ od ee ter os 


ADVERTISING AGE 


April 7, 194) 


Berkshire Copy Starts 


Spring and summe! 
of the Berkshire Hills Conference, 
Pittsfield, Mass., to be confined to 
newspapers, will break April 13 in 
metropolitan areas. The copy will 
run for about three months, with 
an expenditure of $5,000. 


advertising 


Heads Commerce Bureau 
Carroll L. Wilson, who joined the 

U. S. Department of Commerce in 

1939 as special assistant to the Sec- 


retary of Commerce, has been ap- 

pointed director of the Bureau of 

Foreign and Domestic Commerce. 
Swerrock Homes was a 


: A He had to be slick to outwit the bad 
“* boys of his day. Modern ad men have to 
be darn clever too in order to imoress 
an ever suspecting public A aood 
way is through better offset. Our 
printing consultant has samples and 


Defense Activity 
Boon fo Electric 
Appliance Sales 


Anticipate Upswing in 
House Construction 
Until 1945 


Chicago, April 3.—Relocation of 
large groups of America’s popula- 
tion as a result of the rapid expan- 
sion of manufacturing facilities, new 
projects for war equipment and 
training facilities will help spur the 


ence of the Edison Electric Institute. 

Approximate sales of electrical 
merchandise and supplies antici- 
pated by Mr. Clark this year include 
375,000 refrigerators valued at $37,- 


000,000, 65,000 electric ranges at 
$6,500,000 and smaller electric ap- 
pliances totaling about $3,500,000. 


He estimates that about 60,000 de- 
fense housing family units will be 
built this year. His study of hous- 
ing trends shows the percentage of 
single family homes to the total 
number steadily increasing, with the 
greatest housing unit increases oc- 
curring in cities and towns of less 
than 50,000 population. Mr. Clark 
expects a continued upswing of 
housing construction until 1945. 


Asks Education 


An educational program is one of 


throughout the country are the need 
for improved fluorescent fixtures 
and lower cost of good fluorescent 
lighting. He said general lighting 
schools, which have already been 
sponsored in several cities by utili- 
ties, are highly effective in increas- 
ing knowledge of fluorescent light 
among salesmen and = customers 
alike. 

No thinking merchant wants to 
drive utility companies out of the 
appliance merchandising business, 
J. T. Meek, executive secretary, 
Illinois Federation Retail Asso- 
ciations, told the conference. He 
outlined a workable dealer coopera- 
tion plan as follows: 

1. Adherence by 
conservative 
such as: 


of 


the utility to 
merchandising policy, 


a. Mark-ups, sales and financing 


ideas a-plenty. 


types in 


ROTO-LITH CO. 


201 N.WELLS ST. CHICAGO 
DEA. 8557 - HEM.221) 


construction of 625,000 houses of all 


Clark, vice-president, Westinghouse 
Electric & Mfg. Company 
here yesterday at the sales confer- a 


He spoke N. Y. 


survey of utility 


Electric Corporation, Poughkeepsie, 
Other problems uncovered in a. 
executives 


the requirements of the _ present terms that dealers can meet. 
1941, with a resultant ex- | marketing plan for fluorescent light- b. Elimination of frequent clear- 

panded sale of electrical merchan-| ing fixtures, according to M. N. ance sales. 
dise and supplies, according to B. W.| Waterman, Central Hudson Gas & 2. Arrangement of utility sales- 


men’s commissions in order to: 
Encourage him to sell appli- 
ances the company wants sold. 


wow 


5000 Watts 
Day and Night 


590 


Kilocycles 


Vol. 1 — No. 3 


SYA 
/ 


OMAHA - GREAT PLAINS MARKET BULLETIN 


wow 


Covers an area of 
185,288 square miles, 
containing more than 


700,000 radio homes. 


OMAHA, NEBRASKA 


OUTLOOK MOST FAVORABLE IN YEARS 
FOR OMAHA-GREAT PLAINS MARKET! 


A $1,468,451,000 Market, Dominated by WOW 


3 Reasons Explain WOW’s Dominance 
of Omaha-Great Plains Market 


WitH both farm and city income trending upward in this territory, advertising efforts are 
becoming more productive. Radio Station WOW naturally figures large in the plans of 
those advertisers who have discovered that this station dominates more counties with 


more spendable income, at less cost than 
that of any other combination of stations 
covering the same market. 


Location, Signal and Programs 


There are three principal reasons for WOW’'s 
One is WOW ’'s strategic location 
(See map.) It straddles the Missouri River at 
Omaha, covering some of the richest sections of 
lowa, Nebraska, South Dakota and Kansas - 

with an overlap into Minnesota and Missouri. 
Another reason is WOW’'s strong signal - 

5000 watts, day and night, with a preferred 
wave-length of 590 kilocycles. The third reason 
is WOW’s programming policy, which holds 
1 audiences through the best Red Network 


dominance 


Wid 


programs plus top-notch local radio personalities 

The result of this “3-power” combination is 
the intensive and extensive coverage illustrated 
by WOW ’s mail maps, surveys and cartographs, 
which are available for the asking. 


WOW Maps and Cartographs 
Create Unusual Interest 


In the last two months WOW has received 
more requests for mail maps and cartographs 
than ever before in a similar period of time. 
The WOW cartograph, showing coverage in 
terms of buying power, is unique, and should be 
in every time-buyer’s file. Write for a copy today 


lowa-Nebraska Farm Income 
Reveals Upward Trend 


lowa’s 1940 farm income is estimated by lowa 
Farm Economist at $7 25,000,000,compared with 
$660,000,000 in 1939. The full signiticance of 
these figures is seen in the fact that lowa’s 1929 
farm income was only $735,000,000, while the 
farmer's 1929 dollar would buy only 80°7 of 
what his 1940 dollar bought. The lowa Farm 
Economist expects the 1941 income to exceed 
that of 1940. 


Nebraska Farmer’s Income 53 


Per Cent Above Nation’s Average 


Nebraska farms yielded $23,835,000 more 
cash income in 1940 than in 1939. The average 
income per farm for Nebraska last year was 
$2,300.00. For the entire United States the 
average farm income was only $1,496.00. The 
difference in favor of the Nebraska farmer is 
more than 53° 


Rainfall Now Above Normal; 
Excellent Crop Prospects 


Weather conditions have been very favor- 
able in both lowa and Nebraska. Rainfall since 
the end of the 1940 growing season has been 
well above normal, and most authorities agree 
that the 1941 crop outlook is excellent. 


Havana Treaty Leaves 
WOW Same Wavelength 


The not inconsiderable portion of any radio 
station's audience which habitually tunes to that 
station will suffer no inconvenience as far as 
WOW is concerned. WOW’'s excellent 590 
kilocycle wave-length remains unchanged. And 
as a direct result of this, many new listeners are 


expected to get the “WOW habit.” 


You Can Dominate the 
Omaha Great Plains Market 
WITH . 


a. 


OMAHA, NEBRASKA 
On the RED Network 


590 KC. . 5000 WATTS DAY & NIGHT 
JOHN J. GILLIN, JR., MGR. do 
| John Blair & Co., Representatives 


——— 


b. Throw sales of genera 


cepted appliances to de; = 
c. Stimulate utility sales: 
sell appliances in pioncerj, 
stage. a 
d. Help the dealer sell = 
appliances. 
3. Assistance offered to le 


by utility: 

a. Advertising and display hep. 

sales training and den 
tions. 


H owerd Dietz 
to Handle Movies 
of Defense Bonds 


Washington, D. C., Ap. ! 
Latest to join the growing a: 
advertising executives call 1e) 
to labor in behalf of Uncle Sa 
“for the duration” is Howard jet; 
director of advertising and pi 
of Metro-Goldwyn-Mayer P 


ure 
Corporation. 

Mr. Dietz will have cha of 
motion picture activities the 
Treasury Department in con: 
with the marketing of th: ey 
defense bonds. As a member the 
newly-formed Defense Savings 


Staff, he will work in collabo: atio) 
with the Motion Picture Con 
Cooperating on National Defe:se 

Mr. Dietz, who has 
ciated with the film business sinc« 
his discharge from the Na it 
1918, is also well known as a <ong- 
writer and author. He has 13 
to his credit and has als: on- 
tributed numerous articles 
verse to periodicals. 


beer Sso- 


California Co-op to 
Sponsor Magazine 


Certified Grocers of Calif 
Ltd., a retailer-owned cooperative 
is sponsoring a new over-the- 
ter magazine, Western Woma 
which is scheduled to make its 
appearance in June, with a gi in- 
teed circulation of 333,000 r} 
paper will be published by Wester: 
Woman Publishing Company, 
S. Grand avenue, Los Angele ! 
will be edited by Ruth Waterbur 
formerly editor of Photoplay 

Western Woman will be 8!»ox11! 
inches, printed in two-colo: ! 
vure, and= distribution wi be 
limited to members of the Ci 
Grocers organization. The 
rate will be $945. 


Kulzick Expands 


R. L. Kulzick Advertising, 
son, Wis., has moved to nev Tice 
at 113 E. Main street, and h: ided 
the following personnel: Miss H. N 
Voegli, art director; Miss M. H 


O’Connor, space buyer; and R. M 
Patterson, public relations d t 


“MEET THE PEOPLE 


Take one pair of Scotch brogues 


suit of Irish tweeds and ha a 
English pipes. Add skis, ten requ 
and fishing gear. Mix well. T iW 
the pleasant Scandinavian p! 


shown above and you have Osco! * 
Palmquist, American. Along th 
activities, “Palmy” does a . 
vice-presidenting for Buckley ment 
Company, serving such " 
clients as Lumbermens Mutu —*t 
Co., Container Corporation Twe 
Warning: Don't ask about his st ex 
curricular activity- color ph pa 
. . . 

Sales promotion isn’t a one-man busine® 
It takes an organization to pic prods 
and distribute effective direc! ™o “" 
paigns. Our staff of some 40° spece” 
trained men and women makes & "" 
enough to tackle the largest mone 
job. Still, we're flexible enough '° *° 
well on the smaller ones. Co! ¥§ *” 
either kind. Buckley, Dement 6 ComP® 
1300 Jackson Boulevard, Chico9° 
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a Today The Cleveland Press has the biggest circu- 
lation in its entire history. This great acceptance 

’ reflects appreciation, understanding, and grati- 
tude on the part of its widespread readers, These 
are the things that give a newspaper Power... 
power to do good; power to move goods. 

— 

: Cleveland Press 

aa 1 SCRIPPS-HOWARD NEWSPAPER 

TWA 

ex! 


MIRROR, judiciously used. is a mighty 

fine thing. The unfortunate fate of Nar- 
cissus, who fell into a pool trying to make 
love to his reflection, is an argument against 
Vanity, not against mirrors. Everyone is bet. 
ter off for the means of knowing when his 
face is dirty and his hair needs combing. 
We're especially fortunate when we also 
have the means of knowing less obvious 
things about ourselves. Our strengths and 
weaknesses. Our mutual relations with 
others. Our reactions to circumstances. 
events, and opportunities. The mirror of sel/- 


analysis is the most valuable mirror of all. 


It is not an easy matter to apply this kind 
of mirror to a city of a million or more peo- 
ple. The small-town civic conscience is gen- 
erally much better developed. People in the 


smaller cities are more interested in what 


goes on around them. And they want to 
know about. and get behind. every sort of 
civic improvement and cultural activity 


that seems like a good thing for the town. 


Most big city populations seem to think 
this is hick stuff. It isn’t. Its great stuff 
the stuff that made America what it is. Cities 
move merely in circles when their people 
pride themselves mainly on minding their 
own business. They move onward and up- 
ward when their citizens make the commun- 


ity’s business their business as well. 


In this respect, Cleveland differs sharply 
from the pattern of large American cities. 
At the risk of wisecracks. it’s not afraid to 
call itself a big city with a small-town com 
plex. Its citizens are a restless, inquisitive 
lot. always seeking self-improvement not 
only for themselves, but for their commun 
ity. They're not content to leave politics to 
politic ians, poverty to the poor, crime to 
criminals, and culture to the “upper crust.” 
They want a personal hand in advancing 
or eliminating these things. as the case 


may be. 


Clevelanders demand, and get, good gov- 
ernment, good streets and transportation, 
fine parks and playgrounds. They invented 
the Community Chest idea. and are always 
among the pacemakers nationally. They 
won for their city the National Safety Coun- 
cil award in 1939, the title of Healthiest City 
in 1940. Their Chamber of Commerce, Ad 
Club, City Club and Convention Bureau are 
among the liveliest in America. Cleveland’s 
Civic Orchestra is top-flight, its lecture halls 
are constantly filled, and its Publie Library 
circulates more books per capita than any 


other in the world. 


To put it briefly, Cleveland knows more 
about itsel/ than any large American city. 
It studies itself more thoroughly, looks in 


the mirror oftener. Not in vanity or self- 


consciousness, but in honest self-appraisal. 


\nd in the opinion of many, this fact is due 
in large measure to the traditional character 
of Cleveland's hewspapers, edited strictly 
for their community by men who take an 
active part in community life, they have a 
remarkable influence in local affairs. They 
not only hold the mirror, They are also ae- 
tive with the comb. brush and whisk broom. 
No municipal blemish escapes their atten- 
tion. No worthy cause, no effort for civic 
betterment is denied their unanimous and 


wholehearted support. 


Apart from its sheer weight as a produc- 
ing and consuming center, these special 
facts about Cleveland have two points of 
significance to advertisers. One is that they 
make Cleveland a quick-action market for 
wood ideas. The other is the confidence 
Clevelanders have in their newspapers. 
The same forces that make this city ex- 
traordinarily responsive to civie activities 
make it equally responsive to worth-while 
goods and services. The same sources of 
community strength have power to move 


merchandise as well as men. 


“CLEVELAND 1S A NEWSPAPER MARKET“ 
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AT EVERY 
SPEED 
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Finer Flying A - ot ASSOCIATED DEALERS 


This newspaper copy emphasizes that 
the Tide Water Associated Oil Com- 
pany's Finer Flying A _ gasoline is 
"Smooth at every speed." It is part of 
the company's biggest newspaper cam- 
paign in history, which will use metro- 
politan papers and daily and weekly 
newspapers in smaller cities as well. 
Lord & Thomas handles the account. 


Tide Water Plans 
Biggest Campaign 
in Its History 


Los Angeles, April 1.—Advertis- 
ing plans for the Tide Water Asso- 
ciated Oil Company on the Pacific 
Coast during 1941 call for the larg- 
est newspaper campaign in_ the 
company’s history, it was revealed 
here last week. 

Harold R. Deal, manager of 
advertising and sales promotion, 
discussed these plans at a Los An- 
geles sales meeting attended by 
sales personnel, distributors and 
sales agents. It was one of a series 
of 21 meetings held in Western 
states to introduce the campaign, 
which, in addition to newspapers, 
will also use magazines, outdoor 
bulletins and station panels through- 
out the Pacific Coast area. 

The newspaper campaign, which 
started late last month, will employ 
not only metropolitan papers but a 
wide list of daily and weekly news- 


papers in smaller cities as well. 
Copy, in a series of eight large 
advertisements, will be devoted 


entirely to Tide Water’s Flying A 
gasoline. The theme is based on 
stimulation of travel, and pictures 
draw the consumer's attention to 
the product story consisting of sev- 
eral short, terse paragraphs in the 
lower portion of the advertisement. 


The slogan, “Smooth at every 
speed,” is cleverly presented in the 
entire series by a simulated dia- 
mond-shaped highway sign that 


carries the slogan. 
Feature Travel, Aviation 

Outdoor bulletins stress both the 
travel and aviation theme, promi- 
nently featuring illustrations of 
California scenery and Uncle Sam's 
latest defense weapons. Starting 
with March, illustrations showed 
the Curtis P-40 pursuit plane pro- 


THE VAWUE 
OF INFORMATION 
1S MEASUAZO BY INS 
REUABILITY 


JOHN BLAIR & COMPANY 


National Representatives 
of Radio Stations 


CHICAGO—520 N. Michigan Ave 
NEW YORK—341 Madison—Murray Hill 9-6084 
DETROIT—New Center Building—Madison 7889 
ST. LOUIS—455 Pau! Brown Bidg.—Chestnut 4154 
LOS ANGELES—Ch. of Com. Bidg Prospect 3584 
SAN FRANCISCO— 608 Russ Bidg.— Douglas 3188 


Superior 8659 


moting Associated Aviation Ethyl- 


gasoline. Flying A will get the 
benefit of outdoor promotion this 
month and during May, showing a 
|California mountain scene and a 
beach scene respectively. The cam- 
paign swings back to the aviation 
ltheme for the remainder of the 
|campaign, to promote Aviation 
|Ethyl. In June the bulletin will 
carry an illustration of the Army 
P-38 Lockheed Interceptor; in July 
the Army Vultee YA-19 light 
|bomber, and in August the Navy’s 


|Consolidated PBY-1 long range 
| bomber. 
Separate Drive for Tydol 
A separate campaign on Tydol 


| motor oil is planned for the summer 


cities. The copy will draw a parallel 
between alloys used in modern 
commercial and military equipment 
and the alloyed character of Tydol 
motor oil. A separate campaign on 
the Veedol safety-check lubrication 
will be pushed with copy in 
Sunset Magazine. 


Harmonize Two Campaigns 


The company’s advertising theme 
is so planned as to harmonize with 
the campaign being sponsored by 
the Western States Promotion 
Council, which has as its slogan 
“See the Old West This Year.” 

Lord & Thomas handles the Tide 
Water account. 


| more 


Ivory Snow 
Account Goes to 
Benton & Bowles 


Cincinnati, April 2. — Effective 
July 1, Benton & Bowles, New York, 
will direct advertising for Procter 
& Gamble Company’s Ivory Snow, 
it was learned here today. The 
switch of the account from Compton 
Advertising is understood to have 
resulted from a conflict between the 
handling of Ivory Snow and Ivory 
Flakes, which remains with Comp- 
ton. 

With a current appropriation of 
than $1,000,000, the Ivory 


April 7, 194) 

i 
Snow schedule will continue wi 
two daytime radio programs. “Lite 
Can Be _ Beautful” and “tT,, 
O’Neills,” as well as nationa] maga. 
zines and newspapers in key Rag. 
ern cities. 


Gets Theater Account 


McConnell, Eastman & Co. Vay. 
couver, B. C., has been name 


agency for the Odeon chain o/ thes. 
ters which is now being esta})lis} 
in British Columbia. 


Promotion for Collins 


E. J. Collins has been name ma; 
ager of the Dayton office of 
Thomas. Arthur L. Grimes becomes 
his assistant. 
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citizens including proofs of the Connecticut and North and South |and the public service commission. FOR NATURAL GAS 
Carry atura as newspaper advertisement gauged to Carolina are the only states not The opinion questions whether the 
reach the public a day or two be- presently provided with natural Milwaukee Gas Light Company’s | a: aen er 8 | 


Fight to Citizens 
of Wisconsin 


Promotion Is Used to 
Overcome State's Ban 
on Fuel 

ukee, April 3.— Full-page 


ements in the local dailies, 
with direct mailings to 


fore newspaper copy broke, consti- 
tute the initial effort by the Natural 
Gas Pipeline Company of America 
to sell Milwaukeeans on the desira- 
bility of natural gas. 

Advertising urged readers to con- 
tact their legislators and indicate 
their disapproval of any measures 
providing for prohibitive taxation 
and for long delays in the introduc- 
tion of natural gas. Copy declared 
that natural gas today is enjoyed 
by 35,000,000 people in the United 
States and, according to a map, Ne- 
vada, Wisconsin, Maine, Vermont, 
|New Hampshire, Massachusetts, 


gas. 
The proposal to introduce natural 
gas into Wisconsin is meeting with 


stiff opposition from competitive 
fuels, railroads and labor. Mil- 
waukee recently passed a natural 


gas ordinance which requires com- 
mon council approval for a permit 
to run pipe lines into the city. 


Legal Difficulties 


According to an_ opinion’ by 
Charles W. Babcock, assistant city 
attorney, natural gas cannot be dis- 
tributed in Milwaukee without per- 
mission of both the common council 


present franchise permits distribu- 
tion of gas for heating unless such 
authority has been created by hav- 
ing engaged in such distribution 
over a period of years without pro- 
test. The original franchise, accord- 
ing to Babcock, covered only gas 
for “lighting the city.” 

Pending in the Wisconsin senate 
are a number of measures affecting 
the proposal to introduce natural 
gas into the state. Bill No. 3S pro- 
vides for an occupational tax on 
natural gas; No. 86S would set up 
an interim committee to study and 
investigate the conveyance, sale and 


but ten times a month for a total of 8 hours’ reading time. 
And mark this— The American Magazine's audience numbers 


families...the kind that pay 25¢ for their favorite magazine. 


readers of less avidly read magazines. 


A NEW ADVERTISING “PACKAGE” 


Any advertiser who has experienced the 
sales lift that comes from product or 


pac kage improvement will recognize an 


HRILLS. DRAMA, PUNCH — breathless minute after minute of it! Wrap 
that between covers...then you'll see why the matchless variety of The 


American Magazine draws each reader of this Magazine to it, NOt ONCE OF twice, 


>] 


2!, million 


Prosperous people, obviously. Yet not expensive company — advertisements 1n 
The American Magazine hobnob with these readers a full 8 hours a month (cen- 


turies, as the life of an ad goes!) for as little as it costs to reach less opulent 


Read the May issue of The American Magazine. Then let us tell you of the 
eye-opening advertising tacts about it. The Crowell-Collier Publishing Company, 
250 Park Avenue, New York City. 


ottering brand new layout possibilities 
... with the Opportunity for substantial 


increases in noting and reading. Leading 


equally potent contribution in The advertisers are using these new forms to 
American Magazine's exclusive new ad- pace the advertising and point-of-sale 
vertising creations. Here's a series of 


space units new in size and shape 
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MAGAZINE 


A CROWELL-COLLIER PUBLICATION 


promouon of a wide variety of nationally 
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Bookmark 3rd Cover 


Mr. and Mrs. Wisconsin: 


Here is a fuel that’s new—far less costly 
— clean, convenient, and reliable 
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Full-page newspaper copy being used 

in Milwaukee to help overcome the legal 

difficulties which prohibit sale of natural 
gas in Wisconsin. 


distribution of natural gas into Wis- 
consin; No. 299S relates to the 
power of natural gas companies to 
condemn property for their lines 
and Jt. Res. 16S empowers the 
,public service commission to make 
a study of and report on the prob- 
able effects of the introduction of 
natural gas into the state. 


Ask Federal Permission 


Both the Western Natural Gas 
|Company and the _ Independent 
Natural Gas Company, a_ wholly 
owned subsidiary of the Phillips 
Petroleum Company, have _ peti- 
tioned the Federal Power Commis- 
sion for permission to pipe natural 
gas into Wisconsin, while the Na- 
tural Gas Pipeline Company has 
made no such application, contend- 
ing that the FPC has no jurisdiction 
in the matter because Wisconsin is 
“virgin” territory for natural gas 
development, 

The Natural Gas Pipeline Com- 
pany has already built a $38,000,000 
pipeline system from its source of 
supply to the Illinois-Wisconsin 
border. It has applied to the state 
public service commission for a per- 
mit to extend its pipelines into the 
state, but facing strong opposi- 
tion from fuel companies and labor 
unions. 


IS 


D’Evelyn Heads Marketers 

Norman F. D’Evelyn, D’Evelyn & 
Wadsworth, San Francisco, has been 
elected president of Industrial Mar- 
keters of Northern California, suc- 


ceeding M. E. Wank, of Wank & 
Wank. H. S. Schuler, Westing- 
house Electric & Mfg. Company, 


was named vice-president, and Roy 
N. Phelan, MeGraw-Hill Publishing 
|Company, secretary-treasurer, 


Reprint Cowles Articles 


The series of articles giving im- 


pressions Of England in war time, 
| written for newspaper publication 
| by John Cowles, president of the 


Minneapolis Star Journal, upon his 


return from England, where he 
}accompanied Wendell Willkie, has 


been reprinted in pamphlet form by 
|the Star Journal. 


THE ONLY EXCLUSIVE 
POSTER SHOWINGS! 


Only one advertiser can use 
taxiposters at one time im a 
city. Taxiposter advertising 
is exclusive, without  pre- 
mium rates! For details, 
write Wm. E. Whaley Co, 
Washington Bidg., Louisville, 
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OU be the judge if this is not one of the 
sweetest market ‘nuts’ that ever awaited 
‘cracking’ by advertisers! Here is the Los Angeles 
county market where [939° retail sales exceeded 
$1.314,000,000—an increase of 39.8 per cent since 


1935... and. still rising! 


Then add this county's $1,200,000,000 in national 


and foreign defense contracts for airplanes, ships 


and hundreds of other items! These gigantie con- 


tracts, dropped into an already steadily increasing 


market, are making employment and payroll indices 


rise so rapidly that today’s figures are ridiculously 


> low by tomorrow ' 


Here is a population of 2.785.060 13—an increase of 


--—— 


997,151 sinee 1930!) This 26.1 per cent gain alone 


is greater than the combined populations of Akron, 


Dayton and Duluth! 


Remember, too, that approximately 70 per cent of 


this huge Los Angeles county population resides 


Angeles ABC city zone— 


within the ten mile Los 


ra “er ia The answer is simple, Mr. Br dges 
says: 
“a “What in all this land prevents 
eee él @ |the associations of security |irms 
# 


ee " gs 
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lic relations activities were chroni- | The securities business will never advertising was carried by word of | soaps, or Sunkist oranges, 0; nsur. 

$800 000 Yearly cled in these columns last week, is come back to 1929 levels, he asserts,|) mouth, by direct mail, by news- | ance, or trust company ser, eS, oF 

i no mere flash in the pan, but is and at the rate it is going it will papers and magazines and by free | government regulation of e “. 

. evidence of a decided trend in Wall probably get worse. publicity. Most of these channels curities business. After te; years 

Promotion for Street, became apparent here this ee are still open. of waiting for the public t cOme 

week when James W. Bridges, of There is the hub of the whole | back, it seems to me about time 4 

Scudder, Stevens & Clark, wrote a What promotion of  securities|' problem. The _ attention of the’) go out and see what is stirrin 

=as burning letter to the Wall Street exists at present misses the boat investment banking and brokerage “A few signs of life have ome 

ecurities rge Journal insisting that the only way entirely, he believes, by talking of fraternity, and the bulk of its pub- apparent. First honors in \ iting 

the Street could hope to regain some the mechanics of buying and selling licity, has been centered on its own tradition by a consistent advs tising 

Sell Value of Invest- ot Its former glory was to sell the securities, trying to merchandise the mechanical and operating problems campaign which ‘says son thing 

benefits of investments to the public integrity of the exchanges, etc.,/ and with defending the indefensible. probably belong to Merrill Lyneh 

' via advertising and promotion instead of using the basic appeal of “The public is not interested in| E. A. Pierce & Cassatt...S ey 

ments, Not Mechanics, Wall Streeters of continue sit- profitable investment. the sedtetiéte of stock exchanges | Stevens & Clark broke the ren 

Is Advice ting around and bemoaning the “Main street bought securities in any more than buyers of automo-|ther by nationally advertisi: the 

edicts of the SEC and other Wash- that happier era because securities biles are interested in delivery | mutual investment trust m iged 

New York, April 3.—That the ington regulatory bodies—to no were ‘advertised’ as profitable in- methods. The public will buy|by it, using a newspaper type pros. 

break with tradition engineered by effect—or they can recognize the vestments—not because the securi- securities if it becomes convinced | pectus in magazines and io, 

Merrill Lynch, E. A. Pierce & Cas- conditions that exist currently and ties exchanges were advertised as|that they are sound investments, | papers. 

satt, stock exchange house whose proceed to do something about them efficient mechanisms for executing | just as the public buys cars which “A few brokers have continueg 

“unorthodox” advertising and pub- intelligently, M) Bridges asserts. orders,” Mr. Bridges wrote. “The they believe are good values. Orj)cards, have offered vague tity. 

tional messages, high-sounding byt 

incredibly stuffy. . . The ous 


associations of financial firm ave 
made a few stilted passes at public 
favor, apparently deluded by the 
belief that investment bankers anq 
brokers and prestige are _ sti] 
synonymous in the public mi: 


Suggests Co-op Effort 


(Investment Bankers Association, 
|Association of Stock Exc! nge 
|Firms, National Association — of 
| Securities Dealers—jointly or sever- : 
‘ally) from hammering home in §& 
| Straightforward advertising in the - 
country’s leading magazines and 
|newspapers the desirability of say- 
ing, of owning dividend paying 
| stocks; of the pleasure of receiving 
|dividend checks and cashing cou- 
|pons; of the strength of industrial 
America; of the driving force inher- 
ent in the system of free enterprise 
jas a protective factor in investment? 
| Nothing! 

“If America is convinced once 
more of the advantages of investing, 
all phases of the securities business 
will prosper. The SEC, widely and 
unjustly maligned as a deterrent to 
responsible promotional effort, 4 
would become a_ positive factor 
assuring the public of regulatory 
protection. . . Think in terms of 
every security house and_ branch 
office appropriating $100 a year for 
the next three or four years, mul- 
tiply by the 8,000 existing security 
houses and branches If everyone 
cannot generate enough business, § 
backed by an $800,000 annual cam- & 
paign addressed to Main Street, to 
earn back the $100 appropriation, 
the history of advertising had bette 
be rewritten 

“The appropriation could _ be 
the very same zone in which The Los Angeles ®dministered by a committee com- 

- posed of the presidents of the three 

a - a ‘ . aor Cow a associations named. 
Evening Herald and Express reaches over 35,000 “Whahever Sixia Gest anv Gl 
. . 1. ° ) é . /— ‘ . ‘e 0 
MORE FAMILIES than any other local daily paper! relocate Big co along bes 
ment is sound it can and should be 
re-established in the public mind as 
a vital force in the dem ti 
process, and if it is not—it d es 
the fate toward which it is drifting 


Express with not only the LARGEST ABC city so indifferently.” 
zone circulation, but also the LARGEST TOTAL 
CIRCULATION of any daily newspaper in the West! 


So here is your market and the daily newspaper 


with which to ‘crack’ it—The Evening Herald and 
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PHOTO-ENGRAVING in color proces 
black and white, Ben Day. line 


WET PROOFING on Four Clay hour 


automatic 4-color proofing pro 


- DAY and NIGHT SERVIC! 


4 é ; | 304 E. 45th Street, New York. \.) 
Phones: MUrray Hill 4-0715 to 0726 
AND : 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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ADVERTISING AGE 


How to Smother a Tune 


EVERYONE WHO LISTENS to the radio has heard arrangements 


of music so flowery and tricky that you can’t follow the tune. 


It is possible for the same thing to happen to an advertising 
campaign . . . for a good idea to be smothered under a blanket 


of words, or lost in a confusion of pictures. 


Advertising technique—the manner in which words and pic- 
tures are used—is important. But its purpose is to reveal the 


selling idea—not to obscure it. 


Young & Rubicam, Inc., avvertisine 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO 


HOLLYWOOD 


+ MONTREAL 
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April 7, 194) 


Calls Packaging | 
Aid to Sound 
Distribution 


Containers Found to 
Guard Ad _ Investment 
of Oil Marketers 


Chicago, April 2.—‘*Packaging is 


an economical tool for sound dis- 
tribution,” E. A. Throckmorton, 
general manager of sales promo- 


tion, Container Corporation of 
America, Chicago, told the packag- 
ing conference of the American 
Management Association here yes- 
terday in a discussion of “Packag- 
ing and the Consumer.” 

“It is not apparently economical, 
as far as the manufacturer is con- 
cerned, to put up merchandise in 
small packages,’ he said. “The 
justification for small packages has 
to come from cost savings in dis- 
tribution or from definite needs or 
desires on the part of the consumer. 
Basically, the upward trend of ur- 
ban vs. rural populations and the 
trend toward smaller families and 
smaller dwellings is at the root of 
the packaging revolution with its 
demand for the economical supply 
of smaller units of sale. 


Retailing Costs Drop 


“Much has been written about 
the sanitary advantages of the pack- 
age but little has been said of the 
waste in distribution eliminated by 
the package and the reduction in 
retail operating expenses made pos- 
sible through packaged merchan- 
dise. After all, you cannot carry 
home most merchandise by the 
handful. When viewed from this 
standpoint, packaging or pre-pack- 
ing on the part of the manufacturer 
consists of lifting the cost burden 
from the retailer and more efficiently 
and effectively handling the same 
process in the manufacturer’s plant. 

“The cost of retailing merchandise 


has tended downward during the 
past generation in spite of higher 
rents, taxes and labor costs and 


these economies have been princi- 
pally due to the increase of pre- 
packaged merchandise. It would 
be physically impossible to handle 
the volume of retail trade now 
transacted without great increases 
in retail floor space and personnel 
if we returned to the bulk packaging 
practices of the last generation.” 


Show Consumer's Interest 


Some of the more obvious phases 
of the consumer’s interest in pack- 
aging, listed by Mr. Throckmorton, 
are: small units or packages, clean- 
liness and sanitation, brand identi- 
fication, quality identification, 
surance of full weight and measure, 


as- 


prevention of substitution, senti- 
mental or gift packaging such as 
Christmas wrappings and conven- 


ience. 
“Sales costs, advertising costs and 
packaging costs have something to 


><. DEPENDABLE 
{MARKET 
Coe) RESEARCH 
Seavey TABULATING 
Complete facilities and long ex- 
perience enable us to meet the 
exacting demands of agencies, 
publishers and marketing analysts. 


FREE Booklet 


Write today for your copy of the 
free booklet, “Economy in Market 


Research.’ 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York, N. Y. 


do with each other,’ Mr. Throck- 


morton continued, “but the basic 
problem is, what is the most effec- 
tive combination of methods avail- 
able within a total sales cost that 
the market will bear? It is possible 
that in certain situations a package 
which is not required by the eco- 
nomics of distribution or consump- 
tion may tend to reduce sales costs 


or to increase business. But this 
is the exception rather than the 
rule. Bound up in this phase of 


the subject is the question of brand 
identifications for national adver- 
tising and national merchandising. 
Obviously it is hard to brand cer- 
tain commodities in any effective 
way without some form of package. 

“IT do not wish to imply that 
packages cannot be great sales aids 
and cannot accomplish many use- 
ful sales purposes, even an occa- 
sonal miracle. On the other hand, 
I do want to emphasize that this is 
/not the basically important end of 
the packaging business. If there 
are any volume packages that sup- 
port themselves purely by their 
sales power without some economies 
'to the distribution chain or without 
fulfilling some requirement of the 
consumer I shall be very much sur- 
prised. I have seen many attempts 
to put shoddy merchandise in fine 
packages or to package merchandise 
that had no justification for a pack- 


age, but in the end these efforts 
have all resulted in failure.” 


Lillienfeld Also Speaks 


Mr. Throckmorton’s points were 
emphasized further by Charles H. 
Lillienfeld, advertising manager of 
the National Tea Company, Chicago. 
He summarized his remarks as fol- 
lows: 

“First, if we followed the think- 
ing of packaging critics to a logical 
conclusion we would consume bulk 
goods like Old Dobbin—on the 
‘bale of hay basis.’ But this discus- 
sion has not concerned itself with 
the advantage of packaging to our 
standards of living — sanitation, 
grading, quality identification, etc.; 
we have been primarily concerned 
with cost factors. So, secondly, it 
is my contention that packaging, in- 
stead of increasing costs to the con- 
sumer, actually has the effect, in 
most cases, of decreasing the cost 
of food products. Finally, the evo- 
lution of the modern food store, 
whether it be independent or chain, 
super, self-service or 
service, has been made possible pri- 
marily because of the speed-up 
packaging has given to this type of 
merchandising.” 

“There is no mystery surrounding 
the reasons that induced the manu- 
facturers and marketers of motor 
oils to change from the distribution 


semi-self- | 


in bulk to the distribution in sealed 
containers,” said Walter Hochuli, 
sales manager, the Texas Company, 
Chicago, in his talk on “The Eco- 
nomics of Packaging.” 

“We were faced with a very se- 
rious and practical problem,” he 
continued. “We were. spending 
thousands of dollars each year to 
advertise a brand of motor oil and 
to urge the motorists to heed the 
advice of his car manufacturer in 
deciding on the type and grade of 
motor oil to use. We were spending 
additional thousands of dollars to 
manufacture a product that would 
give to the motorist the satisfaction 
and service for which he paid. Hav- 
ing spent that money the next step 
was to provide some way to guar- 
antee to the motorist that he was 
getting what he asked for and what 
he paid for. In other words, sub- 
stitution at the point of sale was a 
very serious problem to us.” 


Adopt Lithographed Cans 


After various experiments, Mr. 
Hochuli said, “it soon became ap- 
parent that the only real method 


was to provide a package that would 
be destroyed once the product was 
sold. So the present lithographed 
one-quart and five-quart cans came 


on the market. The package was 
successful immediately. 
“The immediate effect of this 


: >= 
change in distribution method 
an increase in cost to the refine, 
This direct increase amounts ,, 
about 10 cents per gallon, giving 
consideration to the cost of 4, 
package, the cost of filling anq #. 
paperboard carton in which ; 
package was shipped, but this 
creased direct cost is offset to a q 
gree by several savings which 
rather difficult to measure 
ately.” These savings include 
matters as bulk drums, 
tanks at dealer locations, 
nance and repair, and saving 
resulted from increased sale 
“It is probably reasonable 1) say 
concluded Mr. Hochuli, “tht ¢, 
increased direct cost of 10 cents pe; 
gallon that resulted  fror this 
change in marketing methods 
probably cut in two by the indireg 
savings that came to us, so that th 
oil industry is now paying about 5 
cents per gallon for the protectior 
of their product and their brand 
“To the average consumer ther 
are two considerations in selecting 
packaged products,’ Mrs. Wilbur F 
Fribley, president of the ¢ 
Housewives’ League, told th 
ference as a representative of the 
consumer. “The first is related 
shopping and the second is the fune- 
tion of the package in- the home 
The points concerned with shop- 
ping, she said, were such matter 
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TOP AWARD in Floor Display 
... for Safeway Stores... Life-like 
farmer, with life-like vegetables 
... Designed by Einson-Freeman 


EXTRA 


Top Awards in Window pisptay 
..- for the first time to a single lithographer! 


won by Einson-Freeman .... in the 


10th Annual All-America Package Competition 
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TOP AWARD 
in Window Display for Rheing: 
Beer. The Rheingold Girl se 
high! Designed by Einson-Freen 
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a an ” wen 7 . . mn . 
; adequate cov erings oe the prod- - | Brexeil Block Raeatats d. Investigation of competitive 
nance e real or imputed value saat a scaduaine af Gesell com. — Purchase by shopping at re- 

. the product, and coverings that coal, has been organized to improve . » tail, competitive packages to obtain | 
make { convenient choice through the marketing and distribution of Applied 10 Display facts about sales advantages. 

abelin lightness of handling and this type of coal. H. A. Brattin is f. Study locations in which | 
nen through unbreakableness, general manager of the organiza- products are sold and_ establish 


ings that are definitely de- 


and ct 

sioned ensnare consumers by 
trick apes or startling effects. 
The functional angles involved in 
nackaging embrace such factors as: 
ee containers destroyed in 
spening, are they to be used for 
hort time storage, do they have 
¢yture e, do they have beauty? 

~ ‘Fred Hecht, Sears, Roebuck & 
Co., Chicago, in “A Case History of 
informative Labeling,” reviewed 
the st if his company’s adoption 
¢ informative labeling practices. 
He point i out that the informative 
label anc’ package development de- 
vartment at Sears is a division of 
the general merchandising office— 
not advertising, not display, not 
public relations, but merchandising. 
' Sears labels or Infotags carry 
such material as trade names, sell- 


reference to related items, 
technical specifications, care and 
handlit : instructions, the guarantee, | 
rade-up information and color and 
iesign that will help do a better 
merchandising job. These eight 


ng cop) 


tion, which has its headquarters in 
Terre Haute, Ind. Duane Wana- 
maker-Advertising, 547 N. Michigan 
avenue, Chicago, has been 
pointed to conduct an advertising 
campaign in financial and coal pub- 
lications. 


ap- 


To “American Aviation” 


John L. Foy, formerly Northern 
Ohio traffic representative for 
United Air Lines, has been ap- 


pointed manager of advertising and 
sales for American Aviation and 
American Aviation Directory, 
Washington, D. C. He succeeds 
| John T. Shannon, resigned. 


Agency for Parker 
Charles Parker Company, Mer- 
iden, Conn., maker of bathroom 
and lighting fixtures, and vises, has 
appointed Horton-Noyes Company, 
Providence, to handle its account. 

] — 


‘Wisser Joins Johnstone 


Lawrence Wisser, 
S. T. Seidman & Co., 


formerly with 
has joined the 


by Stensgaard 


Chicago, April 2.—A common de- 
nominator called “visual rightness” 
was emphasized here today by W. L. 
Stensgaard, president, W. L. Stens- 
gaard & Associates, Chicago, to the 
packaging conference of the Ameri- 
can Management Association as the 
necessary starting point on package 
and package design when compli- 
cated by assortments or depart- 
ments or displays of unrelated and 
competing merchandise within the 
store. 

The following studies were con- 
sidered essential by Mr. Stensgaard 
in connection with product change 
or a proper setup for efficient mer- 
chandise presentation: 

a. Review past experience of the 
product and package in question. 
This includes history, volume and 
profit factors, sales and distribution. 

b. Obtain information 
petitive best sellers. 


on com- 


results as to square foot sales, turn- 
over and ability to obtain better 
locations through possible revisions 
of package and plan. 

g. What advantages to isolated 
displays as compared with showings 
of competitive products. 

h. What reduced or 
costs can be absorbed by 
volume profitably. 


increased 
increased 


Organization Important 


“All of the above are important 
and when properly organized for 
study and comparison together with 
consideration for the period of time 
that the revisions may live and the 
classification of volume and distri- 
bution wanted are important factors 
to final decisions affecting good 
looks, composition, color arrange- 
ment and all factors that become 
details important to ‘visual right- 
ness,” said Mr. Stensgaard. 

Besides emphasizing easy identi- 
fication as essential to repeat busi- 
ness, Mr. Stensgaard makes much 
of a formula book which standard- 


J. R. McCue, vice-president of Western 


Advertising Agency, Inc., Chicago, 
points to a poster used in New York 
City subways explaining the merits of 
V-8, product of his client, the Louden 


points also are applied to packages | creative staff of Johnstone Adver- C. Reasons for competitive suc- izes the simple elements of pack- Packing Company, Terre Haute, Ind. 
where applicable. tising Company, New York. cesses or failures. aging and display. Several exam- Photo by C. Monroe Smith. 
ples were shown on a= screen to 
+ oa iw, Then demonstrate how formulas’ are 
i. es transplanted into design, composi- 
: ee. tion, layout and color of packages. 
Slides showing display units offered 
by manufacturers also were thrown 
on the screen. 

New materials such as clear plas- 
= toa, ane 7 99 ge : tics as well as other types of plastics 
bin Avortuer Academy Award”... for “moving wilh tale to seveledionite wih 
; os ; : point-of-sale merchandising, in Mr. 

pictures” other than those of Hollywood . . . pictures that move Stensgaard’s opinion. 
“Human interest and sensible 
people to buy, and stop them from moving by... pictures that stop showmanship make selling with 
4 . display more interesting,” said Mr. 
he eve . | " : ste tk e cash recel ts! os ye ‘ialist : | Stensgaard. “People like people 
the eye, stir the me mory, ste p up 1 as | Sic eek | CLlalIsts more than anything else and there- 
: } 2 , : ; . : fore your display story and your 
in display, Einson-Freeman is the first producer to merit two of a package story must deal only in 
: terms of people. After all, they are 
total three top awards for window display .. . as well as a first your customers. They do the buy- 

, ing.” 
award for floor display, and an Honorable Mention for ingenuity in aoe 
: Expands Quarters 
the Tenth All-America Package Competition ea Bu the real Executive billing and shipping of- 
D fices of the Chemical Publishing 
. P _. ; |\Company, publisher of technical 
awards come from our customers... in the satisfaction and ‘and scientific books, have been 
moved to new quarters at 234 King 
recognition of better work, better done .. . | street, Brooklyn. The company has 
5) ’ | just issued a new catalog, and plans 
- 7 . ‘ " . to publish new titles on defense in- 
EINSON-FREEMAN CO... inc.. Lithographers Honorable Mention ey Cpe 


A 


~ for Ballantine's. 


man suggests a cold beer. 


by Henry Gorski . . 
by Einson-Freeman 


realistic 


STAR & BORDEN AVENUES, LONG ISLAND CIPY, NEW YORK 


TOP AWARD in Window Display 


hot 
Designed 


° produced 


for ingenuity .. . 
Ansco’s two-faced easel 
display, exposes second 
design when turned over, 
does the 
displays . 


Einson-Freeman 


Agfa- 


of two 
. Designed by 


work 


| 


Now Hussey-Woodward 


The name of 
Woodward, Inc., 


Harford-Hussey- 
New York producer 


lof window display advertising, has 


been changed to Hussey-Woodward, 
— 


Hatt to Ralenger 


| 


Wilton C. Haff, formerly with 
NBC in New York and before that 
|with the Griswold-Eshleman Com- 


pany, Cleveland, has been named 
radio director for the Anfenger Ad- 
vertising Agency, Inc., St. Louis 


Orlando, Florida 


1—New Arm Air Base for 
added vitality. 

Sgr ere 
Florida's cross- i 

3—Florida’s fruit center. _ 


4—The hub for 200,000 pros- 
shoppers. 


perous 
5—The metropolis of an &} 
year vegetable market. 
‘6—Uncle Sam's counters quve 
it 32 per cent more people. 
7—Winter visitors fléck to its 
- temperate climate. 
8—We have doubled our *. 
culation in eight years. 


The Sentinel Star 

On Some “A” Schedules: On Many — 

@ Test Compaign . . . Vitality Does It. 
veg THEIS & SIMPSON 
369 Lexington Ave. N. Y. 
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. director of the Consumer Standards of the Federal Food and Drugs Act not wholly, on such appeals in their 
Discuss Consumer Project, Consumers’ Counsel Di-/of 1906, and shows how much of sales campaigns,” Miss Edwards 
vision of the Department of Agri- | present governmental activity inthe wrote. “At the same time consum- 

’ culture, assisted by Alice E. Ed-_ field is an outgrowth of NRA. ers, confronted by an array of rela- 

Bu in Standards wards, also of the Consumers’ Of chief interest to the advertis- tively inexpensive commodities, 
y q, Counsel Division, and under the ing world are the two chapters on) have long since cast aside, as no 
general supervision of Donald E. consumer buying and the value of |longer applicable under present 


TNE M h Montgomery, director of that di- standards to consumers written by conditions, the generally respected 
in onograp vision. Miss Edwards. She points out that! buying habits and guides followed 
Publication of the monograph the average consumer lacks the by past generations, and have there- 
Washington, D. C., April 2. A followed by two days issuance of complete information supplied to by increased their susceptibility to 
comprehensive survey of Federal the final report by TNEC, and pre- purchasing agents for governments various kinds of sales promotion.” 
activities relating to consumer ceded by one day the official de- or corporations, and that standards, 


: “se Cites Inefficient Buyin 
standards became available for the mise of the group. A voluminous grades and informative labels may uying 


first time here today when a Tem-. work of over 400 pages, it outlines be used effectively to supply this Miss Edwards’ thesis on the value 
porary National Economic Com-._ the activities of 46 Federal agencies need. of standards, grades and informa- 
mittee monograph on “Consumer concerned with standards, specifica- “Many of those responsible for tive labels is that “consumers have 
Standards” made its belated ap- tions, tests and basic research lead- the sale of specific commodities failed to profit as much as_ they 
pearance. ing to or affecting standards. have recognized that consumers are | might from industrial progress be- 

The monograph was written by It traces the history of interest in susceptible to emotional appeals cause of inefficient buying. The use 


Samuel P. Kaidanovsky, technical consumer standards from enactment and have relied almost entirely, if of standards, grades and informa- 


IDIDNT KNOW =~ 
MODERN PACKAGING 


“I've always liked Modern Packaging. But I never 
realized that we could use it to help sell our glass 
bottles. I knew, of course, that our customers—and 
our prospects—read Modern Packaging just as reg- 
ularly and thoroughly as I do; our salesmen see it 
and hear of it wherever they go. But I couldn't see 
the connection between our bottles and the many 
packaging items featured in the magazine. Ribbons, 
boxes, fancy paper—all seemed remote from our 
business. 


“We make drug bottles—so we advertise in drug 
magazines. We make cosmetic bottles — so we 
advertise in cosmetic magazines. Our business is 
limited to a few industries—so why advertise in a 
magazine that covers the whole packaging market? 
These were the arguments that made our business 
seem “different” to us—but not to Modern Pack- 
aging’s representatives. 

“It took a lot of convincing—but we finally agreed 
to try a few pages in Modern Packaging. Now we 
really know the power of the magazine. We know 
that it wields a tremendous influence, and the basic 
principles of good packaging that it discusses are 
vitally important to our cusotmers. As for our former 
convictions, maybe this test will interest you: 


“‘HERE’S AN ADVERTISEMENT FEATURING 
STOCK COSMETIC BOTTLES. WE RAN THE 
SAME ADVERTISEMENT IN MODERN PACK- 
AGING AND IN A COSMETIC MAGAZINE. 
MODERN PACKAGING OUTPULLED THE 
OTHER MAGAZINE 2 TO 1. 


"What More Can I Say?” 


b eal ys 


i ae a ln 8 


tw ae as, 


MODERN PACKAGING 


122 East 42nd Street New York, N. Y. 


a ead 


— 
tive labels for commodities sojq at 
retail is of value to consumers be. 
cause they are an aid in identifyj,, 
desirable commodities, in econo 
ical buying, in reducing the tip 
and energy required in shoppi; 


7a 


in bringing about more satistacto», 
performance in ‘style’ commoditie. 
and by providing a better b; f 


consumer education.” 

Greater progress in the ise 
standards and informative abe). 
has not been made, she cor ten 
because of the lack of av: jlab) 
product information, the fail ire 
consumers to state concise th 
type of data desired, the inad 
of many existing standard 
labels, confusion in termino}]: ey }, 
designating standards and ides 
and “the resistance of manu! ct 


ers and retailers to informatiy  se}}. 
ing.” 

Miss Edwards claims that alt) ough 
mass production developme of 


the past half century have ¢ \used 
many adjustments in merch. ndis. 
ing, industrial leaders have bee 
preoccupied with production prob- 
lems and have therefore failed + 
give proper consideration to  jodq- 
ernization of merchandising | eth. 
ods. 
Express Concern 


“Many manufacturers and r-tail- 
ers have expressed deep concen 
over the insistence by consume; 
that advertising furnish more spe- 
cific information about commodities 
However, the inclusion of informa- 
tion concerning’ standards 
means of making advertising ‘yor 
valuable to consumers, as we! a 
to manufacturers and retaile: uy 
tends to increase consume) n- 
fidence in both the commodity ad 
vertised and in the firm selli: t 

Seeking to disprove the oft-ex 
pressed belief that nobody woul 
knowirgly purchase a Grade ( 
product, she quoted sales figures « 
the Great Atlantic & Pacific Te 


Company. In five and = one-hal 
years of using grade labels on ce 
tain canned fruits and vegetables 


over 60 per cent of sales were 
Grade C products. 


Joins McCann-Erickson 


Moulton H. Farnham has _ joined 


the copy staff of McCann-Ericksor 
New York. He was until recent! 
managing editor and promotior 
manager of Progressive Grocer 
New York, and prior to that wit 
the advertising department of Talo: 
and the cellophane division of E. | 
du Pont de Nemours, New York 


Allwork Joins Federal 


Ronald Allwork has joined Fed 
eral Advertising Agency, New Yor! 
in a sales capacity For the pas 
two years he conducted his ow 
editorial and promotional servi 
for architectural products and W 
formerly with American Radiat 
Company where he headed eng 
neering sales premenen 


Budd Appoints Law 


Marion Law, Jr., has bee me 
public relations director for } 
G. Budd Mfg. Companys 
delphia. He succeeds W. Ho 5 
ler, who has formed his o 
lic relations organization 


GET OuR FREE 
REFERENC 


BOOK a 
MAILING 
LIST CATALOG 


Gives counts and prices on accuroa 
mailing lists of all classes of b 
prises in the U. S. Wholesaler t 
Manufacturers by classification o: 4 st 

hundreds of selections of indiv: 
professional men, auto owners, in 


Write today for your cory 
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Never Underestimate the Power of a Woman | 


THE LARGEST AUDITED MAGAZINE CIRCULATION IN THE WORLD 
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April 7, 194) 


Des Moines Club Holds 
Direct Mail Clinic 

More than 200 attended the first 
annual direct mail clinic sponsored | 
by the Des Moines Advertising | 
Club March 25, an all-day meeting | 
at which David F. Beard, sales | 
manager of the direct mail division, | 
McGraw-Hill Publishing Company, 
was the principal speaker. The 50 | 
direct mail leaders of 1940 were on | 
display. 

At the afternoon session Les 
Suhler, subscription manager of 
Look, conducted a panel session, 
and an informal round table dis- 
cussion was held in the evening. 


Fleming Promoted 


Robert M. Fleming, who has been 
manager of the Cincinnati office of 
Harry M. Miller, Inc., Columbus 
agency, has been named vice-presi- 
dent of the agency. 


Howard L. Ross’ Corporation, 
New York, has appointed Lloyd, 
Chester, & Dillingham, New York, 
to handle its advertising. 


VIEW NEW TRIBUNE MOVIE 


rn *, ere 


Among executives given a private showing of the Chicago Tribune's new sound 

picture, The All American Way," recently were these six seated about a luncheon 

table: (left to right) John Kelly, Leo Burnett Company; Emil Schmidt and Frank 

Orcutt, Delco Heat; E. C. Tukey, Tribune; Fred Hinrichs, Arthur H. Meyerhoff & 
Co.; and George Eversman, H. J. Heinz Company. 


Triplett Joins Agency -KGLO Increases Power 

J. Karrol Triplett, artist-designer,| Station KGLO, Mason City, lIa., 
has become associated with the art | has increased its power from 250 to 
department of Hugo Wagenseil & | 1,000 watts day and night. The 
Associates, Dayton, O., agency. station is a CBS outlet. 


OnLy fT 


eAn D that's 


also the greatest 


Wan you se This... 


LOWER COST THAN WTAM’S 
000073 CENTS ze FAMILY 


not only the lowest cost per listener but 


value for your advertising dollar. WTAM 


its Primary Area 


not only can reach over a million and a quarter families in 


but actually does reach more homes than 


any other Cleveland Station. Check the surveys on this 


point. WTAM leads, all day, all night, all week. That's why 


smart buyers of local, spot and Red Network advertising make 
WTAM their first choice. 


oo WTA 
as 


a CLEVE 


*,! wero 


i> ae 7% 
” gf > 
: 3 E 
3 
SS ae 


50,000 WATTS 
NBC RED NETWORK 


OWNED AND OPERATED BY NBC 


N 


PRESENTED NATIONALLY \// BY SPOT SALES OFFICES — 


| Getting Personal — 


Larry Sterling, Rochester, N. Y., adman, is foresighted. As an ex. 
pectant father he had two sets of cigar bands printed, one pink se 
with the name Carol Ann Sterling and the other set in blue with the 
name Stewart Allen Sterling. —__ “ 

Immediately after the little guy’s 

arrival Larry was passing out AMECHE SIGNS 
cigars—with blue bands. . . Fred 
C. McKittrick, publisher, Mc- 
Kittrick’s Directory of Advertis- 
ers, New York, and Mrs. Mc- 
Kittrick were vacationing § in 
Miami Beach during March. 

Now that he’s completed his 
South American travels for the 
Rockefeller committee, Don 
Francisco will make his home at 
400 Park avenue. . . Charles H. 
Freeman, of Federal Advertising 
Agency, will be married some 
time soon to Phyllis J. Saks, of 
the Saks-Fifth Avenue family. . . 


Recent visitors at the Encino, Cal., home 


= of radio star Don Ameche were J. H. 
The advertising business was Platt (left), advertising director of the 
well represented at acareersyM- Kraft Cheese Company, and J. T. wil. 


posium at the Y. W. C. A. Bal- — son (right), general manager of the 
lard School recently. Among the company's Central division. Ameche has 
speakers were Ina Jaqua, who is signed a long-term exclusive contract 
secretary to J. Walter Thomp- with Kraft. 

son’s president, Stanley Resor, ~ 

and also a teacher at the school; and Frances Maule, known no. 
the author of the popular Kitson Series, published by Funk & Was 
nalls, and formerly an employe of J. Walter Thompson. . . 

A romance blossomed in the office of Time, Inc., toward the end of 

March when Edith Hamilton, secretary to Roy Larsen’s assistant, 

7 became attached to Oliver 0. 
CLOSE FRIENDS Jensen, of Life’s editorial taff 
They’re honeymooning in lHer- 

_ , muda... 

Allan (Bud) Royse, of Young 
& Rubicam’s production depirt- 
ment, is hoping that his son will 
be out of the hospital er- 
manently now. No sooner had 
three-year-old Peter recovered 
from an attack of the flu than he 
rammed a tin horn down his 
throat. He’s home now, under the 
care of his mother, the former 
D. Burnham Jones, who is well- 
known as a commercial artist 

Orange blossoms are bedecking 
the offices of Frederick G. Magee, 
Ross Federal’s budget director, 
who was married to Alice Hes- 
lin. 

New Jersey high school boys 
and girls heard A. W. Lewin, 
agency head, at a vocational con- 


So eae paie 


oF 


a) 


Kay Kyser, whose network Program 's ference in marketing sponsored 
being released from Hollywood while ial S Recreate 
he's making another movie, congratu- »y the University of Newark 
lates Jack Runyon, new vice-president in W. Granville-Smith, Ruthrauff 
charge of radio for the Ted Bates & Ryan’s media director, will! be 
agency, on Runyon's flying trip to south- moving to Harrison, N. Y. He's 
ern California recently. They've been just bought himself a home 
close friends since Kyser first visited the there. 

coast years ago. Cigars are being given out by 
Robert Clarkson, of Columbia 
Recordings transcription division, to honor the arrival of a six- 
pounder hereafter to be known as Christopher Robert Clarkson 

Lewis Snyder, of Amos Parrish & Co., is awaiting the sound ot 
wedding bells. He’s engaged to Audrey T. Barlow of New York 

Len Gardner, a.m., Garrard Sales Corp., New York, has gone t 
Florida for some fishin’ . . . Plez R. Pettit, ad director, Me: 
Publishing Co., and Pierre D. Martineau, ad promotion mgr., were 
main speakers recently at a jour- 
nalism short course at Mis- 
sissippi A. & M. at Starkville, BIG CATCH 
Miss. Mr. Pettit and A. T. Miller, - 

s.m., General Outdoor, were , 
main speakers at a_ banquet 
closing the annual vocational ad- 
vertising school conducted by 
the Memphis board of education. 
Mr. Miller is in charge of this 
year’s course. . . 

Milton Simon, head of Simon & 
Gwynn, who is expecting an ad- 
dition to the family soon, is busy 
with plans for a new home in 
one of Memphis’ better neighbor- 
hoods. . . Lewis Leader, account 
exec., Lake - Spiro - Shurman, 
really rates at one of the lead- 
ing Memphis hotels. He _ put 
Alonzo, the head waiter, on a 
weekly show and now the Pea- 
body hotel is “his”. . . 

David W. Howe, publisher, 
Free Press, Burlington, Vt., and 
an air corps veteran of the first 
World War, has been appointed 
state chairman of the New Eng- 
land flying cadet committee. s 
Helen Randolph, formerly stylist Alfred D. McKelvy, president © A’*® 


with Underwood & Underwood  D. McKelvy Company, maker o! —_ 
and for the past three years spe- toiletries for men, displays 200 pow’” 
cializing in radio commercials of sail fish landed safely ong 
for Blackett-Sample-Hummert, socent trip fo Mone 


Chicago, brought her business ; 
career to a close April 5. With husband William Eldridge. ” 
the sales analysis and research department, Crane Co., Chi 


; ss ; ‘ ( 
is awaiting an early autumn visit from the stork. . . Capt. ¢ jude 
Skaates, Southeastern sales and sales promotion representa! «© ‘ 4 
lumbus Coated Fabrics Corporation, has been ordered to ac! oe 


with Headquarters, 2nd Army, Memphis. . . 
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ADVERTISING AGE 


Yo-Sir / 1314 Retail Automotive 
Advertisers Use This Newspaper 


ns Mills & Hadwin 


TORONTO 


\ 


McKUNE & DUVALL 


DAVENPORT 


A 


gfreator-Smith, \nt. 


sat LAKE aid 


Cathedral Esso Service 


; BALTIMORE 


HOLTSINGER MOTOR (0. 


fred 
fort? TAMPA 


Hutton yotors, \NC. 


on goust 


at 


5 TOMATIC E 
Hubot YMusht. D AHLINGER-KAN , \nc. KENT ay m i G ARAG 


Snore Stan ar , 
sien ' PARKER é BROOKS dard — Station 
Uied Motors ww “NKsiry's 
KANSAS CITY KQELLE-GREENWOOD (0 ASHViLie 
pHILADEL NTIAC, \nt. 
THE CHRIsty TRAIL P0 
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OT from one city but from hundreds of cities in the 
United States and other countries The Christian 
Science Monitor carries retail automotive advertising. 
1314 dealers, garages, accessory stores, and service 
stations use this newspaper. A few of their signatures 
are reproduced to show the high type of firms repre- 
sented. 

Do they get results? Indeed they do! Most of them 
have used the Monitor for a long time. One who has 
advertised for 21 years writes: “I have found that the 
money invested in such advertising has returned two- 
fold dividends, not only in the profit made on the mer- 
chandise sold, but also in acquiring new friends for our 
business.” 

You can expect real business from advertising in a 
newspaper that brings customers to 1314 retail auto- 
motive accounts. You know your advertising will reach 
an important reader-audience of good income families 

. and you know your advertising will be read. 

Why not give the Monitor an opportunity to prove 

what it can do for your product or service? 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper for All the Family 


Published by The Christian Science Publishing Society, One, Norway St., 
Boston, Massachusetts 


ro “ 
ie Series 
wd tm Bothen, 


NEW YORK OFFICE: 500 Fifth Avenue 


Other Branch Offices: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, 
Los Angeles, Seattle . . . London, Geneva, Sydney 
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Direct Mail H elps ¥ 


Insurance Agent 
to Organize Sale 


Chicago, April 1.— Pre-approach 
letters as part and parcel of any 
insurance sales campaign are even 
more valuable in helping the agent 
organize his sale than in their 
benefit to the recipient of the let- 
ters, in the opinion of Fred Fisher, 


Lincoln National Insurance Com- 
pany, speaking at a direct mail 
panel before the North Central 


Advertisers Association last week. 


A variation of the policyholders’ 
magazine idea was offered by Art 
Tice, Ohio National Insurance Com- 
pany, who told of a series of letters 
to old policyholders supplying life 
insurance information. One en- 
closure was the Holgar Johnson 
column of the Institute of Life In- 
surance. The plan was hitched to 
a follow-up system. The Ministers 
Life and Casualty Company, which 
works exclusively among clergy- 
men, operates entirely by direct 
mail but times its mailing to avoid 
such busy seasons Easter and 
goes extra strong age change 
time. 


as 


at 


Sales promotion material should 


be presented to the field organiza- | 
tion by the one who originates it in | 
‘order to get the most enthusiastic 


presentation, one speaker held. If 


the task is left to supervisors, it was | 


believed that the importance of the 
sales material might be underrated. 


Advance DMAA Dates 


The Direct Mail Advertising As- | 


sociation, to avoid an overlapping of 
activities, has advanced the dates 
for its 24th annual convention one 
week, with the new dates Oct. 8-10. 
The convention will be held at the 
Mount Royal Hotel, Montreal, Que. 


. New York, N. Y. 
Philadelphia, Pa. 
Boston, Mass. 
Norfolk, Va. 

. Los Angeles, Cal. 

. San Francisco, Cal. 


oe wN 


. Buffalo, N. Y. 

. Dover, N. J. 

. Cleveland, Ohio. 

. Denver, Col. 

. Orange, Texas. 

. Charleston, S. C. 
. Bay City, Mich. 

. Indianapolis, Ind. 
. Kansas City, Mo. 
. Akron, Ohio. 

. Scranton, Pa. 

. Oneida, N. Y. 

. Portsmouth, N. H. 
. Roanoke, Va. 

. Pittsburgh, Pa. 

. Rochester, N. Y. 

. Portland, Ore. 

. Pascagoula, Miss. 
. Elkhart, Ind. 

. Charleston, W. Va. 
. Milwaukee, Wis. 

. Albany, N. Y. 

. Dallas, Texas. 

. Wichita, Kans. 

. Muskogee, Mich. 

. Springfield, Mass. 
. Oshkosh, Wis. 

. Minneapolis, Minn. 
. Dayton, Ohio. 

. Houston, Texas. 

. Mobile, Ala. 

. Cincinnati, Ohio. 

. Jacksonville, Fla. 

. Corpus Christi, Texas. 
. Newport, R. |. 

. York, Pa. 

. Allentown, Pa. 

. Moline, Ill. 


Louisv LLE 
18th out of 131! 


In an official bulletin just issued at Washington, the National Defense 
Commission announced that the following are the EIGHTEEN LARG- 
EST AMERICAN INDUSTRIAL AREAS IN THE COUNTRY IN VOL- 
UME OF DEFENSE CONTRACTS AWARDED TO DATE: 


7. Seattle, Wash. 13 
8. Detroit, Mich. 14 
9. Baltimore, Md. 15 
10. San Diego, Cal. 16 
11. Hartford, Conn. 17 
12 


. Washington, D. C. 


Following Are the Remaining Cities Ranking Below the Top 18: 


. Worcester, Mass. 
. Atlanta, Ga. 
. Providence, R. |. 


. Hillsdale, Mich. 


61. Fort Bragg, N. C. 98. Salt Lake City, Utah. 
62. Williamsport, Pa. 99. Pensacola, Fla. 

63. Indianhead, Md. 100. Santa Barbara, Cal. 
64. Trenton, N. J. 101. Freeport, Ill. 

65. Youngstown, Ohio. 102. Little Rock, Ark. 


66. Toledo, Ohio. 103. Keene, N. H. 

67. Birmingham, Alabama. 104. Savannah, Ga. 

68. Columbus, Ohio. 105. Fort Riley, Kans. 
69. Chattanooga, Tenn. 106. Greensboro, N. C. 


. Erie, Pa. 
. Endicott, N. Y. 
. Alexandria, La. 


73. Fort Jackson, S. C. 110. El Paso, Texas. 

74. Parris Island, S. C. 111. Pittsfield, Mass. 
75. Beloit, Wis. 112. Wilmington, Del. 
76. Anderson, S. C. 113. Nashville, Tenn. 


. Hagerstown, Md. 


78. Hattiesburg, Miss. 115. Lisbon Falls, Me. 
79. Falmouth, Mass. 116. Hawthorne, Nev. 
80. El Segundo, Cal. 117. Richmond, Va. 

81. Tullahoma, Tenn. 118. Wheeling, W. Va. 


. Omaha, Neb. 
. San Angelo, Texas. 
. Monterey, Cal. 


85. Corning, N. Y. 122. La Porte, Mich. 
86. New Orleans, La. —~ + ¢° J. 
87. Brownwood, Texas. ‘oe, Caroagpen, VV. 

: 125. Waynesboro, Pa. 
88. San Antonio, Texas. 

126. Gadsden, Ala. 

89. Macon, Ga. 127. Poughkeepsie, N. Y. 
90. Reading, Pa. 128. Marinette, Wis. 
91. Watertown, N. Y. 129. Ft. Huachuca, Ariz. 
92. Columbus, Ga. 130. Wausau, Wis. 


. Elkin, N.C. 


Che Conrier-Zournal 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


. St. Louis, Mo. 

. New London, Conn. 
. Bridgeport, Conn. 

. Chicago, Ill. 

. Bath, Me. 

. LOUISVILLE, KY. 


. Austin, Texas. 

. Butler, Pa. 

. Miami, Fla. 

. Charlotte, N. C. 


. Chanute Field, Ill. 
. Tampa, Fla. 
. Montpelier, Ind. 


. Cedar Rapids, la. 


. Knoxville, Tenn. 
. Tulsa, Okla. 
. Benton Harbor, Mich. 


Memphis, Tenn. 


OFFICERS OF NEWSPAPER AD EXECS GROUP 


Apri! 7, 


— 
— 


F. B. Hurd, advertising director, Providence Journal-Bulletin; Irving Buntman, 


secretary of the Newspaper Advertising Executives Association; C. E. Phillips 
Rockford, Ill., Newspapers, and president of the association; and Wm. Ellyson. Jr, 


ps 


advertising director, Richmond Times and News Leader. 


L. J. Abrams, Chicago Times; Don Bridge, advertising director, New York Times: 


and John E. Jerome, advertising 


manager, Minneapolis Tribune. 


Les Karr, Flint, Mich., Journal; W. H. Moore, advertising director, Detroit News: 
H. B. Burtt, advertising manager, Grand Rapids Herald; and H. S. Conlon 


advertising manager, 


Grand Rapids Press. 


accompany 
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Add Signs of 
Spring—Kayser's 
“Sissy Britches” 


New York, April 2.—While green | 
grass and budding trees inevitably | 
the advent of warm 
spring weather, a no less important 
sign of the season is the return of 
Sissy Britches, according to Julius 


| Kayser & Co. 


For the information of the unini- 
tiated, Sissy Britches is a panty 
girdle, as delightfully frivolous as 
its name, expressly designed for 
those gay young things who want a 
light-weight foundation garment 
for spring and summer sports and 
dancing. 

Replete with polka dots, ruffles 
and lace, Sissy Britches were intro- 
duced last year and met with imme- | 
diate success. To those who enthusi- | 
astically greeted their advent, Kay- | 
ser will announce in the May 16th} 
issue of Life and the May and June | 
issues of Mademoiselle, “Here's that | 
Kayser Sissy Britches girl again!” 
According to Gay Walton, Kayser 
advertising manager, a single inser- 
tion in the May issue of Mademoi- 


selle will be followed by six smal! 
space ads in the June issue. 

Pettingell & Fenton is the Kayser 
agency. 


Promotes Records 


The Record Reviewers, 2440 
Lakeview avenue, Chicago, has 
started a new monthly record-re- 


| viewing publication, “Off the Rec- 


ords,” to be mailed and distributed 
to consumers by music and depart- 
ment stores. Reviews of Victo! 
Columbia and Decca records are 
contained in the publication, whic! 
is edited by Edgar N. Greentree. 


For OUTDOOR 


ADVERTISING 
IN NEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS: INC 


POUGHKEEPSIE - N.Y. 


IRRRRRRR rn 


Dia you ever listenin on a teachers’ con 


_AMERICA’S SCHOOL TEACHERS 


Tae, 


ee 


on? Teach- 


ers are interested in everything around them. Theyi interested in 


your product and they accept or reject it according te their enlighte™ 


ment. Have you ever told America’s hundreds of thousands of teach- 


ers the facts about your product? You can, yeu know, and economr 


cally, too, through the pages of their own official state magaz'"°5 


729,212 actual cirevlation. Let us give you evidence of the strength of 


9 
your message in any or all of these 40 publications. A letter, p'eo%* 


a) ‘* 


State Teachers Magazines, Inc. 


AN ASSOCIATION oF 


40 STATE TEACHERS MAG ATINES 


Georgia C. Rawson, Mginy 307 N. Michigan Ave., Chicog® Il. 
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Censorship Cuts 
Distribution of 


111; 


16 per cent; Sussex, East, 12; Kent, 


and Durham, 
6, and Northumberland, 5 per cent. 


|Heavy gains were scored by Buck- 
| ingham, 


with 35 per cent; Berk- 


| shire, 30; Somerset, 28; Hertford, 22; 


|. & T. War Survey 


Population Shift Data. 


Limited, But Map Being 
Released 


|Oxford, 21, 
shire and Hereford, 20 per 


and Huntington, Wilt- 
cent. 
Surrey, with no population change 
lalthough close to London county, 
Was ina class by itself. 


Jacobs Moves 
Joseph Jacobs, representative of 
Jewish and Anglo-Jewish news- 


East Riding, 10; Hampshire, 7; | 
| Suffolk, Lancashire 


A. S. I. Admen Plan 
Spring Meeting 

The advertising committee of the 
Automotive Service Industries, 
composed of more than 100 adver- 
tising executives in automotive 
service firms, will hold its spring 
meeting at French Lick Springs, 
Ind., May 19-21. 

Charles C. Tapscott, McQuay- 
Norris Mfg. Company, St. Louis, is 
chairman of the committee, which 
was organized at the A. S. I. show 
in Chicago last December. 


DuMont Named Chairman 


W. B. DuMont has been elevated 
from sales manager of the Treadwell 
Tap and Die Company, Greenfield, 
Mass., to chairman of the board of 
directors. 


Browne Named Editor 
of “Modern Packaging” 


Cc. W. Browne, formerly sales 
promotion chief for the U. S. Print- 
ing and Lithograph Company, has 
been appointed editor of Modern 
Packaging. 

Mr. Browne has been connected 
with the packaging and display 
field for more than a decade. His 
headquarters will be at the maga- 
zine’s New York office. 


Boyer to OPM 


H. R. Boyer, on leave 
position as president of the Allen 
Corporation, Detroit, has been ap- 
pointed chief of the manufacturing 
unit, aircraft section, of the Office 
of Production Management, Wash- 
ington, D. C. 


from his 


Senne enue Cumann 


The Texas Company, sponsor of 
the Saturday afternoon broadcasts 
of New York Metropolitan Opera, 
received a special award during 
ceremonies marking the close of the 
58th opera season. Phi Beta, na- 
tional professional fraternity, pre- 
sented the trophy to W. S. S. Rodg- 
ers, president of the Texas Company, 
for the season’s “greatest contribu- 
tion to good music on the air.” 


MAILING SERVICE 


Filling-in 
Mimeographing 


THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 
CHICAGO 


Multigraphing — 
Addressing 


New York, April 3.—An English | papers, periodicals and radio pro- 
population- -shifting map limited in| grams, has moved his office to 6 E. 
aistribution “to firms we think | 46th street, New York. The tele- 
suitable” and war-time data con- phone number is Murray Hill 
<idered too vital to get past the | 27-6995. 
censor’s blue pencil are included in 
a population survey completed by 


Lord & Thomas, Ltd., London, and 
released in Great Britain. 


The study traces the movement 
§ population in both England and | 
Wales and points to the establish- | 
ment of blitz-created markets. Fig- | 
ures on the map show the percent- | 
age of increase or decrease of 


population in each county between 
the summer of 1938 and November, 
1940. Also included is an alpha- 
betical list of the counties with 


population changes listed by prin- | 


cipal towns. 
Censorship rules 
sending of the survey, 
tribution of Population in England 
and Wales as a Result of the War,” 


have banned the | 
“The Redis- | 


to the United States. But it is de- 
scribed in a letter sent Lord & 
Thomas’ New York office by W. B. | 


B. Ferguson, managing director of 
the London office, who said the data 
was being made available to reli- 
able manufacturing companies in 
England who are faced with urgent 


problems of distribution and sales | 


organization. 


Figures Confidential 


Owing to its confidential nature, 
Mr. Ferguson wrote, “the figures 
are not available for general dis- 
tribution but can be supplied by us 
upon receiving a written request 
and an undertaking that they 


only and not published in any 
form; that they are not passed on | 
to other firms and kept under lock 


and key when not in use. 


“We are, however, permitted to 
send out the map, but only to firms 
we think suitable. In the letter ac- 
companying the map, we intimate 
that they can be supplied with 


detailed figures on receiving a writ- 


ten request and the above under- 
taking.” 

The censored survey is a sequel 
to Lord & Thomas’ pamphlet, 


“How's Life,” which told about liv- 
ing, working and spending condi- 
tions during the early days of the 
war. 


London Biggest Loser 


The map discloses that heavily- 
populated London, in accord with 
government plans, lost 27 per cent 
f its people to other areas in the 
months since the first firing started. 
Uther drops recorded were 


are | 
for the use of responsible executives | 


Essex, 


a 
y TU SIE 


for FREE proofbooks 


REE OFFER 


mr CATCHERS, Ic. 
t 38th _— New Vork 


halftones with 


* Printers take great pride in their craftsmanship. 
They know that only coated paper can reproduce fine 
complete 
fidelity of all details and tone gradations. When they 
find a coated paper which costs no more than un- 
coated stocks, no wonder they are enthusiastic. 


Cnsoldiled a 


By using Consolidated Ce “Coated 
“WE SAVED Ww to 18% 


brilliance, clearness and 


AT 


Whether printer, publisher or advertiser, think what 
it means to have available a finely coated enamel at the 
price formerly paid for uncoated! Folders, 
broadsides, magazines . . . formerly printed on uncoated 
stocks for the sake of economy . .. may now be printed 
on a coated stock, without adding anything to paper 
costs, but with a marked improvement in printing qual- 


catalogs, 


remember that many 


country’s wise advertisers. 


ity. On jobs which have alw ays been printed on coated 


paper a worthwhile saving can be made without any 


sacrifice of quality. 


If this sounds almost too good to be true, 


MAIN OFFICE 


please 


WISCONSIN RAPIDS, WISCONSIN 


of America’s finest 
some of which formerly paid 
are now being printed on Consolidated’s Coated 
Our greatest mail order houses use many trainloads 
every year for their mammoth catalogs . . . Many 


tts 


ARE MAKING PRINTING HISTORY 


magazines, 
“top” prices for paper, 


thousands of additional tons are specified by this 


But the proof of any paper is in its printing. 


Among the four grades of Consolidated Coated is one 


just right for almost every job. Try it . 


next printed piece, 


Comsolidated WMER POWER 


ano Paper COMPANY %,,, 


SALES OFFICES 
135 SO.LA SALLE ST., CHICAGO | 
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Mockler Opens Office 


R. 
publ 


D. Mockler has resigned as 
icity director of the Hotel New 


Yorker and opened his own public- 


ity offices in 


the R. K. O. blidg., 


Rockefeller Center, New York. The 


new 


company, Counsel, Inc., will 


handle work in the amusement and 


indu 


strial field. 


Appoints J. M. Hickerson 


Architectural Record, New 


has 

agen 
coun 
mail 


York, 
appointed J. M. Hickerson 
cy, New York, as advertising 
sel. Business papers and direct 
will be used. 


for WINDOW DISPLAYS 

- PHOTO MURALS 
COUNTER DISPLAYS 
LECTURES 


RAPID COPY SERVICE CO. 


e123 N. Wacker Drive ... CHICAGO 


415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg. .. CLEVELAND 


Stoves and Heater Sales 
In Furniture Stores 

Stoves and heaters have become 
important items in the operations of 
a home furnishings store, Lorenzo 
Richards, president, National Retail 
Furniture Association, points out in 
the April issue of The Stove 
Builder. This development should 
continue to grow, he says, provided 
manufacturers maintain a_ pro- 
gressive attitude in the matter of 
improved design, appearance and 
utility. 

Manufacturers of major 
ances are looking more and more to 
furniture stores for their future 
volume, he declares. This is evi- 
denced by the fact that each year 
during the past five years major 
appliances have shown a greater 
proportion of store-wide volume in 
home furnishings stores. During 


|1940, for example, the refrigerator 


industry ran up an increase of 42 
per cent in unit volume, while fur- 
niture stores as a group showed a 
57 per cent increase in sales of this 
appliance. Stove, ranges and heat- 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


appli- | 


ers accounted for 
seven and a 
total net sales of the typical retail 
furniture store, ranking fifth among 
the 16 major departments. 

The turnover on stoves is 2.8 
times as compared with 2.7 times 
for all merchandise in the typical 
retail furniture store. The gross 
margin of profit realized on stoves 
by furniture stores is 41.2 per cent, 
which is higher than any of the 
other three major appliances: re- 
|frigerators, radios, and washers 
| This gross margin compares favor- 
ably with the store-wide gross mar- 
igin of 42.6 per cent. 

Where a Fraction of 
An Ounce Is Important 

The importance of accurately 
weighing meat in the retail market 
| is illustrated in Meat Merchandising 
‘for April in an article titled, “Only 
| Four-Fifths of an Ounce is Profit— 
| Watch the Weight,” which reports 
| the treatment of the subject in the 
;merchandising manual of a nation- 
‘ally known chain organization. The 
butcher is between the devil and 


approximately 


half per cent of the 


It's WHERE You Get the COVERAGE That Counts! 


After all, there's little percentage in delivering your sales messages to a few prospects 


on 


the Salt Flats of Utah. 


When you're investing your 


client’s) you've got to make each dollar count. 


Well, the same thing holds true in Kansas. 
ing the number one market in the state 
your best buy is the station that delivers Wichita 


Mi 


ddle West 


You can't 
Wichita! 
that boc 


advertising money (or your 


cover Kansas without cover- 


Then it’s reasonable to assume that 


ming airplane center of the 


and a healthy chunk of the rest of the state, plus northern Oklahoma. 
At any rate, that is exactly what other shrewd time buyers are doing. 


They, too, are 


naming KEIL, the station that covers 70°° of the radio families in the entire state and 


del 


ivers 20°, 


of the Oklahoma radio homes as a bonus. 
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Map Shows Coverage to the .1MV/M Line 


,, That Selling Station for Kansas! 


AFH 


ot td WICHITA 


i The Only Full Time CBS Outlet for Kansas 


CBS + 5000 DAY + 5KW NIGHT READY SOON «+ CALL ANY EDWARD PETRY OFFICE 


the deep blue sea every time he 
weighs a purchase, because if he 
short weights the customer, he is 
liable to lose the customer, and if 
he over weights the customer he is 
sure to lose the profit. 

The manual emphasizes that the 


| 


__ —> 


carbon powder and placed jn 
heating furnace. Since this bo 
may weigh twice as much the 
steel which is being treated, consiq_ 
erable time and heat are consumeg 
before the contents are raised to the 
desired temperature. As mu 


a 


profit on each piece of meat is|50 hours may be required for ; 
determined by the accuracy of the | complete heat for 44-inch plat: 

scale itself and the accuracy with| The new process permits the 
which the retail salesman reads the | carrying out of three heats in 24 


weights and prices as indicated on | hours. 
How the costs of | the plate is accomplished wit 


the scale chart. 


Carburizing treatment sivep 


the typical weighing are distributed | liquid salt bath in an electric fur. 


in terms of ounces when a pound 
of steak is weighed are given as 
follows: 

Thirteen ounces pay the cost of 
the steak. One and _ three-fifths 
ounces pay wages. 
goes toward rent of the store. Two- 
twenty-fifths ounce pays interest on 
the money the company has tied up 
n meat in the store. One-twenty- 
fifth ounce goes toward light, heat 
and electricity used in the store. 
| Eight-twenty-fifths ounce pays for 
twine, paper, trays, and miscella- 
neous items. Thus, a_ total of 
15 6/25ths ounces go to pay ex- 


|makes accurate temperature c 
One-fifth ounce | 


nace. This equipment enable~ the 
work to be charged and removeg 
quickly; brings the plates up 
desired temperature promptly, ang 
tro] 
possible. 


While this method of hardening 


lis not new, heretofore it has sye. 


| give sufficient depth to the c 


penses and 19/25ths, or less than | 


four-fifths of an ounce, is profit. 


New Method Speeds Heat 
Treating of Armor Plate 

Numerous new _ processes for 
speeding production under the de- 
fense program are being developed 
and one of these is now employed 
by an Eastern plant to produce light 
armor plate in but a fraction of the 
time required by conventional 
methods, according to an article in 
the March 31 issue of Steel. 

The unusual demand for armor 
plate at this time, even over normal 
re-arming requirements, is because 
of the greater use of mobile 
weapons and the fact that modern 
guns are more deadly than those 
used 25 years ago, thus calling for 
better armor as well as more of it. 

Armor plate is essentially a nickel 
jalloy steel which is given added 
| hardness by heat treatment while in 
contact with a carbonaceous mate- 
|rial, the latter generally being in 
|powder form. In common practice, 
ithe plate is packed in a box of 


! 


ceeded in giving treated parts only 
a light case, whereas a few ret 
details of this particular applic: tion 
bon 
penetration to permit steel treated 
in this manner to meet government 


ballistic specifications for armor 
plate. 
Male Fashion Note 

One of the most noticeable trends 
as the sportswear buying se:son 
matures, says Men’s Apparel Re. 


porter for April, is the detinite 
swing to long sleeves in sport shirts 
Stores that have in past years done 
the greater percentage of thei 
business in short. sleeves ave 
placed and are placing their current 
season’s business with long sleeves 
The major factor behind the long 
sleeve demand seems to be the fact 
that most men do not want 
about with bare arms. 

Continued emphasis is _ being 
placed on British merchandise by 
American distributors. 


to g 


F R t Eb with your 

first Order 
Jar and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ S$ Spe- 
cial Frisket Cement, $3.50 per gel. A I 


>) RUBBER CEMENT CO. 


3438 Wo Halsted St.. CHICAGO, ILL 


$70 on the Dial 


<. H. C. Wilder Station 


 —_ — | —<_ — 


a a a a ae a a 


>) 


eee eae B Ka ; ee eae a. ns ~ : : , . ies e oe NIST, | % . *: ne ni ? “ ; ; 
7 CO | 
‘yar ee 
yee s : —— 
a A a 
Pal 
es & £0 
—— Q nt pri ee 
; ‘ ‘ a | 7 7 Po 
ella. | ee SRR Tan N  comene nontmtRe S  S  RAR RRRR  EN Tr rN mr 
Ase 
/ \ » 
7 he AYN) P aw 3 
4 
( t 
| - ~ 4 , ” ‘i ~ 
. a | 
me “ 
ee 4 \ a : 
> SSS neem 
. a Ne > 4 - n 
_ Pa | | | f : 
i. i | . == Ny wy? i t : : 
a a - _ —_ a QvEL— > | 
se , J = 4 \\ | , 
| 7 ' \ @ — - : 
- \ \ | 4 inden i a iacee, tl 
ee ' ' \ 3 
cn ee 4 <_ | n 
, ge a ——. 2 NBC ; 
> mel \ ee ee a ? A~ : n 
a ey ~ BLUE 
me >a tO RED | : 
a ef 
- =u 7 5 Wr, F] 
igi 2 ; fe _ : m 
ae Ft “a NE : 
a or 
4 it 
oe ill, 
or yne 0 
ake, of 
coe ;aent th 
a a Present ig Tobace® . 
id america” *keS" : Yp « 
ee company . A 
- ee eee Aesth you fot rhe 
WSS , wing 
Mg clipping? tt ghar 
a xhe publicit¥ ‘ 
A ‘ v- 
s ne WSR 8 
Bs \ se 
ae “nq our Kay 7 \ 
: ing ape. TEENY 
ro a uf 
‘ ra we ‘ at 
7 * cooperate” | 
— ; | 
i a i? | 
: 4 gn t ® 
% 
is ee Pee . | 
Represented by Raymer 
3 Bg Ha es, Oo gt bt MA ange ae . nn A io ee 
, Boek! <a : di aey, if ee a 2 = 4 : tas 4 % 7 i ie : ¥ oi * a eae pats 2 eee “ ; 
ad Bee aS. nee a pe * Pies’ e ig aire ar aie aa ae . yng A 2 a ng ee s gas Snails ‘ EE ie Foes 
$cc me kee SRP 6 i vant Sty ke ae Pree, re ek ae amo Be ei SS 
: Sia tg ed Maese, aye. ; . uP re: is ce os bod 3 5 9T ae yp oy SS ms 6 (oon 


April 7, 1941 


ADVERTISING AGE 


39 


ul HO, CRACKERS 


C)ti the Tale of The Town... 


— 


SSS * Sunshine Wi Wo Crackers 


—- 
eeeree OF Keene we ereewrt eemrner 


Sunshine Hi Ho crackers, product of 

Loose-Wiles Biscuit Company, get this 

full-page boost in the Kansas City Star. 

Two years’ testing and planning, says the 

copy, resulted in a delectable ‘All- 

American cracker—for all America to 
Enjoy!" 


Sun Festival Gives 
Southern California 
Big Tourist Travel 


Los Angeles, April 1.—Instead of 
the expected 20 per cent decrease 
in tourist travel to Southern Cali- 
fornia for the winter of 1940-41, a 
heartening 12.5 per cent increase 
was reported last week by the All 
Year Club. 

The All-Winter Sun Festival, in- 
augurated this season, was credited 
with doing the job by D. D. Durr, 
manager of the Los Angeles News- 
paper Publishers Association and 
chairman of the civic travel promo- 
tion committee, who made _ the 
report to a meeting of 500 civic 
leaders March 26. 

In addition to being promoted in 
All Year Club advertising through- 
out the country, Mr. Durr revealed 
that Sun Festival copy was included 
in more than 500,000,000 advertise- 
ments. It went into millions of 
railroad time tables, newspaper and 
magazine ads, panel posters, win- 
dow posters and over radio pro- 
grams through the cooperation of 
many advertisers. 

Compares with Florida 


Mr. Durr contrasted the smashing 
effect that the Sun Festival cam- 
paign gave Southern California to 
Florida's outpouring of five times as 
much advertising money. He added 
that this record was made despite 
the fact that pleasure travel to other 
winter sunshine areas dropped off 
or, at best, failed to more than hold 
its Own 

In actual figures, a total of 
359,000 motor tourists entered Cali- 
fornia in the first four months of 
the Sun Festival, 12.5 per cent more 
than last year. Of these, 237,817 


ood Looking! 


Do you still think of news- 


color advertising as 
something only fit for bargain 
Then send for copies 
me of our recent News- 
color broadsides. They'll be an 
*¥€-Opener to you. 


Some of advertising’ 

0 g's BIG- 
GEST NAMES are using 
*wscolor—because it looks 


and rings the bell. 


SHOPPING NEWS 


‘wivoloe Division CLEVELAND 


a 


drove directly into Southern Cali- 
fornia—a lift over a year ago of 
16 per cent. These were net figures, 
Mr. Durr explained, and did not 
include the arrivals of migratory 
farm workers and those involved in 
aviation or other defense industries. 


Don Thomas, managing director | seve 


of the All Year Club, told of plans 
for next year’s Sun Festival and 
said it would be bigger with more 
cooperation from Southland inter- 
ests. 


Topps Shoe Campaign 

| Fieldston Retail Shops, New York. 
}in a spring campaign for Topps 
| shoes, will use newspapers in Syra- 
cuse, Baltimore, Cincinnati, Louis- 


Radio, Phonograph 
Makers Use 3.3% of 
Total Sales for Ads 


Washington, D. C., April 1.— 
n radio and phonograph manu- 
facturing corporations which pro- 
duced more than 75 per cent of the 
industry’s total volume in 
1939 spent 3.3 per cent of total sales 
for advertising in that year, the 
Federal Trade Commission reported 
today. 

The report is one of a series in 
the FTC project to collect financial 
reports from major corporations in 
principal industries. Data are shown 


sales 


business handled by any individual 
company. 

Items classified under selling 
expense, in addition to 3.3 per cent 
of sales for advertising, included 
0.9 per cent for research and devel- 
opment, 3.6 per cent for administra- 
tive and office costs, 2.3 per cent 
for taxes, and 1.1 per cent for social 
and 


security pension fund  pay- 
ments. Net profit amounted to 
seven cents on the dollar. The 


gross margin on sales was 23.7 per 
cent. 
Small Foreign Trade 


Consolidated sales for the seven 
companies in 1939 aggregated $208,- 
263,233, of which only 8.7 per cent 


As in the case of most industries 
studied to date, the rate of return 
on capital investment varied widely 
The average of the seven firms was 
13.9 per cent, but rates for indi- 
vidual companies ranged from 0.7 
per cent to 58.4 per cent. 


Bond Bread so Paset 


General Baking Company, New 
York, has appointed Mitchell Faust 
Advertising Company, Chicago, as 
advertising representative for its 
Southwest division, with the excep- 
tion of New Orleans, which will be 
handled by Ivey & Ellington, Phila- 
delphia. 


WAGE Appoints Petry 


| ville, Buffalo, Pittsburgh and Co- 
| lumbus. Moss Associates, New York. 
is handling the campaign. 


represented foreign business. Com- 
bined inventory was $25,863,105 at 
the end of 1939. 


Station WAGE, Syracuse, N. Y., 
has appointed Edward Petry & Co. 
as its national representative. 


A 618 Million Dollar 
Market Story that’s 
so Simple You Can 

Putitona 


in combined form in a manner that 
does not disclose the volume of 


. er _ 
of vei fiC Coast eg prouP _ pavertisine Yanare 
eee or MA ee salt Lake Mre 
pen trates * 7 appreciedl® anywhere 
buy» % Area to any 
Yarket - 11, Se As 
extent. im 
{pune 
Salt Lake re hy 


ket . 


7 shonas 


@ SEATTLE 


Home Coverage Carrier Delivered 
of The Sunday Salt Lake Tribune. 
Circulation more than 100,000. 


QOO6 4 


Salt Lake City S. L. County Utah Total Market 


@SAN FRANCISCO 


Los 
@ ANGELES 


These are reasons why alert advertisers, more and more, are putting 
The Sunday Salt Lake Tribune on their "A" schedules. 


(The Sunday Salt Lake Tribune) 


National Representatives: Sunday Magazine and Comic Sections Color—Black and White 
Reynolds-Fitzgerald, Inc. 
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. of them were found. Two others 
Th Keef Grand Jury Indicts | indicted, Walter A. C. Camp and 
ompson, eeie a |Werner J. Orbach, are president 
The F. W. Dodge Corporation, Five for Thett of | and vice-president of Vita Health 
New York, has appointed Howard M. Food Company. They are also 
Thompson, formerly Chicago district Federal Records financially interested in the mail 
manager, as general manager of | : ; ase eS ee ee “ 
“Home Owners’ Catalogs,” Dodge Washington, D. C., April 1—Four nao a tli sectgyyd bet 
publication. He succeeds F. Bruce | men and a girl were indicted here epartment s enographer, is chargec 
a ater a ie ee with directing a force of girls who 
Forward, resigned. ;yesterday by the grand jury,|, ; ts ia “i 
Howard M. Keefe was appointed charged with the theft of govern-| tabulated data extracted from the 
successor Mr. TI son as dis-|~ “ . | stolen documents. 
peeling tite ats ment personnel records for use in - 
| direct mail advertising. One of the 


. | men indicted, who has been under | Seek Indictments Against 
Naylee to Rose-Martin arrest for more than two months, Lumber, Materials Dealers 


avlee Chemic: . ‘ r Phi . . . . : 
Naylee Chemical Company, Phil-)| ij; Lawrence L. Haynes, associated} Federal indictments against a 
adelphia, has appointed Rose-Mar- |with Standard Business Service,| large number of wholesale and re- 
tin, Inc., New York, to direct adver- /local mail advertising concern, tail lumber dealers and other lead- 
tising of Nalon soapless suds cubes. | founded by his father |ers in the building materials indus- 
Test campaigns are being prepactes | 7 ae a . : . 4 try will be sought before a U. S 
$j ~wspapers ; “adi > alle ( as “overe ; 
using newspapers and radio. | by a a _ pig wr rere grand jury at Denver, according t 
SR on Ae ad bests - ‘| T. C. Clark, head of the govern- 
| Times-Herald in January, who re-| ment’s anti-trust division in the 
turned 20,000 records which the| Western states. 

Civil Service Commission did not} An undercover staff of agents ha: 
know had been stolen from its files.| been working on the case for sev- 
| Harlan W. Crandall, suspended Civil | eral weeks, covering several Rocky 
Mountain states. 


F. W. Dodge Names 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 


Contact us 


We are prepared to assist advertisers and | Service Commission employe | 
advertising agencies in reaching this impor charged with the actual theft, was | er 
tant and lucrative market. | arrested by Justice Department | Morton Salt Elects 
Write today for particulars. ; : > , 
BAKER co agents along with Haynes Janu-| Following the death of Danie] 
EDWARD A. *| ary 26. | Peterkin, B. W. Carrington has been 


PUBLISHERS’ REPRESENTATIVES | Crandall. a clerk who has said/| elected chairman of the board, and 
|Daniel Peterkin, Jr., has been 
named president of Morton Salt 


457 Book Bldg.—Detroit, Mich. 


Negroes in the United 
Billion Dollars) 


| that he hoped to build up his own 
irec si service is ace se oO wh. 8 

wiates direct mail service, is accused of Company, Chicago. Both were pre- 

ARE YOU GETTING YOUR SHARE or Tus | turning over the records to Haynes, 

Rive 3 -WE 


: Soe ho , viously vice-presidents of the com- 
BUSINESS IF NOT—CONTACT US--WE CAN | who allegedly took them to Stand-|pany. J. A. Clements has been 
ASSIS’ “0 y’ “ 


. ° | . ‘ . 
pes j}ard Business Service where many | elected executive vice-president. 


14,000,000 (14 million) 
States spend $2,000,000,000 


BY THE MILLION 


DEMANDS and desires of mil- 
lions of buyers are turned into 
profitable sales when effective 
and economical mailing pieces 
do their part. And for long-run, | 
productive printed advertising, | 
be sure to specify SARATOGA 
English Finish folds well, 
dries quickly, takes smooth ink 
impression, gives excellent half- 


T ction, an Vv 
tone reproduct d saves GET YOUR COPY 
of our new and informative 
demonstration folder, BY 
THE MILLION! Make 
your request now. 


money because it is especially 
made for low-cost production. 
In White, India and six colors 


in standard sizes and weights. 


INTERNATIONAL PAPER COMPANY 
220 East 42nd Street « New York City, N. Y. 
Boston . Chicago . Cleveland 


AN 


Made by the Makers of: ADIRONDACK BOND & LEDGER - INTERNA- 

TIONAL MIMEOSCRIPT - INTERNATIONAL DUPLICATOR - BEESWING 

MANIFOLD - TICONDEROGA BOOK - TICONDEROGA TEXT - INTER- 

NATIONAL TI-OPAKE - CHAMPLAIN BOOK - SARATOGA BOOK 
. SARATOGA COVER - INTERNATIONAL OFFSET - 
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LOW COST CHEF 


a 


Promote New | 
Low-Cost Electric | 
Cooking Device | 


Milwaukee, April 3.—The Na-| 
tional Enameling and Stamping 
Company has broken into the 
domestic electric appliance field | 
with a revolutionary new Nesco 
Chef, complete cooking appliance 


designed to sell at less than $65. 
The new device operates on 110- 
115 volts and combines the best 
features of an electric roaster, a 
broiler and a_ surface unit. By| 
merely plugging the attractive | 
Nesco Chef into a convenient wall | 
or floor outlet, consumers are told | 
they may have “Complete low cost | 
electric cooking—without the added | 
expense of an electric range in- 
stallation.” It may be used for 
cooking complete meals, broiling, 
roasting, frying, baking, warming, 
canning and storing idle utensils. 


No Expensive Outlets This “Nesco Chef," product of the Na. 


Chief selling point of the Nesco | tional ae and —_ Com. 
Chef, according to the company, is | P@"Y:, Milwaukee, is a new low-cost 
the fact that the average house- | electrical cooking appliance which com. 
hold ti 2 : ~~ | bines the features of a roaster, broiler 

older can use it on regulat Service | and a surface unit. It is designed tc 
outlets without the necessity of 


|}advantages of electric cooking with- 


lafford a 


'electrical and hardware jobbers and 


; : : sell for less than $65. 
expensive power line installations | 
—in other words, it offers all the 


group of consumers into an asset 
It is thus | for the electric utility serving 
|them,” and claims that, on the basj 
}of an analysis by a leading utility 
the unit adds $25 annually in ney 
revenue. Prominently mentioned i; 
|the Central Hudson Gas and Elec- 
tric Company, Poughkeepsie, N. Y.,, 
which, the brochure points out, “ha 
effectively tried out the Nesco Che! 
principle” in its merchandising and 
dealers, and consumer folders de- |!0@4-building methods. The devic 
scribing the Nesco Chef as ideal for |'* '§ said, offers a profitable margi 
homes, cottages, apartments, and to electrical dealers, yet does not 
farm kitchens. 


Appeals to Utilities 


out attendant expense. 
applicable to the great majority of 
lower-income families which cannot 
more expensive electric 


range. 

Promotion of the product has 
included a special brochure to pub- | 
lic utility executives throughout the 
country, a catalog page sent to 


sales. 


interfere with regular electric range | 


Specially-laminated pages of the 
attractive brochure to utility execu- 
tives point to the Nesco Chef as a 
new solution to the problem of get- 
ting more revenue from the “mini- 
mum-bill and low-use customer.” 
It declares: “Use of electricity for 
cooking would convert this large 


Have You 


CONSIDERED 
KWKH? 


For years leading adver- 
tisers have been using KWKH, 
and they don't do it just to 
keep their name before the 
public. They demand cash 
register resuits. The new CBS 
audit of coverage which was 
| compiled almost a year ago 
and based on estimated radio 
census of 1938 gives us a total 
of 425,683 regular nighttime 
listening radio families. These 
figures and additional ones 
which are available from our 
national representative are 
facts which are well worth your 
consideration, Mr. National 
Advertiser. 


| 50,000 Watts (85 


SHREVEPORT, LA. 


Member 
SOUTH CENTRAL QUALITY NETWORK 
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Jones Terms Flow 
of Finished Goods 
Very Encouraging 


Washington, D. C., April 1.—Feb- 
ruary’s Sharp increase in the flow 
of finisied goods out of manufactur- 
ing plants into distribution and con- 
sumption channels was termed “very 
encouraging” by Secretary of Com- 
nerce Jesse H. Jones this week, in 
view of the production problem the 
nation ‘aces. 

The Department of Commerce 
ndex manufacturers’ shipments 
jumped 10 points to 158 for the 
nonth, the highest point reached 
thus far. The gain takes on added 
significance, Secretary Jones stated, 
in view of the fact that manufactur- 
ers’ inventories showed little in- 


crease during the month. 


February’s negligible gain in in- 


ventories was in sharp contrast | 
with the situation existing in re- 
cent months. After advancing at 
an average rate of two points a 


month for the past half year, the 
inventory index crawled up only 
02 in February. January’s gain 
was 1.5 points and December's 2.8. 


New Orders at Peak 


Both durable and non-durable 
goods industries contributed to the 
advance in the daily average ship- 
ment rate. Outstanding increases 
occurred in electrical and other ma- 
chinery groups, while deliveries of 
such consumer goods as _ textiles, 
apparel and shoes also showed 
marked rises over January. 

The index for new orders placed 
vith manufacturers hit a new high 
of 189 in February, rising from 176 
in January. Increased orders fo1 
durable goods were largely respon- 

ble for the gain. 

Other Department of Commerce 
tatistics for February tell a similar 
Chain shoe store sales were 

15 per cent, rural retail sales 14 
per cent and wholesaler sales 20 
per cent, all compared with Feb- 

lary, 1940. 


story 


Shoe Stores Gain 


Chain shoe stores sales have re- 
nained at an unusually high level 
nee last August. Volume in Feb- 
uary rose 5 per cent over January, 
ibout the usual seasonal gain. The 
nventory position was also im- 
proved over February, 1940. 
The rural retail sales index, which 
easures small town chain store 
ind mail order business by regions, 
reached a new high for any month 
nrecent years. Although the aver- 
ge gain for all areas was 14 per 
ent, volume varied sharply among 
egions. Sales were up about 20 
er cent in the East and South, 14 
er cent in the Middle West, and 
iown 3 per cent in the Far West. 
Wholesaler sales, while 20 per 
ent ahead of February, 1940, and 
town only 1 per cent from January, 
41, are explained in part by the 
entory situation. For the 19th 
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COMPLETE 

DIRECT MAIL 
ADVERTISING SERVICE 


® Addressing 
® Folding 

* Enclosing 
* Stamping & Mailing 
® Printing | 
* Multigraphing 
* Mimeographing 
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Daily Capacity, 100,000 


Trade Circular Ady. Co, 


27 South Market Street 
Pra. 1182 Chicago, Ill. #) 
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consecutive month, wholesaler in- 
ventories increased over the corre- 
sponding month of the previous 
year. The February advance was 6 
per cent. 


Walter Burn to Army 

Lieutenant Colonel Walter P. 
Burn, president of Walter P. Burn 

Associates, New York marketing 
organization, has been called to 
active duty with the chief of chem- 
ical warfare service of the army. 
William Noble, vice-president of the 
company, will direct its operations 
in his absence. 


National Adds Renzi 


George B. Renzi has joined the 
sales department of National Pro- 
cess Company, New York. 


‘Town M eeting’ 
Planned for AFA 
Opening Session 


New York, April 3.—An innova- 
tion in the form of an advertising 
“town meeting” program with 
George V. Denny, Jr., founder and 
moderator of America’s Town Meet- 
ing of the Air, will feature the 37th 


annual Advertising Federation of 
America convention to be held at 
the Hotel Statler, Boston, May 


25-29. 

The advertising “town meeting,” 
to be held May 26 at the opening 
general session luncheor, will be 
conducted like the famorns Town 
Hall program with questions being 


propounded from the floor. 

On Tuesday, May 27, the women’s 
division of the Advertising Club of 
Boston will consumers’ 
luncheon. Representatives of New 
England women’s organizations are 


sponsor a 


expected as guests to discuss ad- 
vertising and the con:umer. 
A luncheon sponsored by the 


graphic arts industries of New Eng- 
land will be held Thursday, May 
29. This will also be “Exhibitors 
Day” with business people of Bos- 
ton invited to view the exhibits of 
leading firms in the advertising 
field. 


Master Rule Appoints 


Master Rule Mfg. Company, New 
York, has appointed O. S. Tyson & 
Co., New York, as its agency 
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Uses “After Sale” Tags 
Victor Electric Products, Inc., 
Cincinnati, hopes to overcome the 
consumer's inevitable “after sale 


reaction” with its new “after sale” 
tags for the complete line of Mira- 
cle Breeze fans. <A gold foil tag, 
bearing a short sales story, is fas- 
tened to every fan leaving the plant, 
listing outstanding features of de- 
sign and construction. The tag was 
designed by Victor's agency, Perry- 
Brown, Inc., Cincinnati. 


Koretz Names Officers 

Sidney Koretz has been named 
vice-president in charge of produc- 
tion of Koretz Ideas & Co., Newark, 
N. J. Joseph Doran Williams will 
be secretary, in charge of the art 
department, and Dr. Hugo Tannen- 
baum has been named director of 
research and marketing. 


A GREAT PAIR 


“Batteries for today’s game...Feller and Hems- 
ley.” The crowd is eager, attentive as a great 
pair of performers take the field. * So it is with 
audiences of two radio stations that put over your 
selling message in the “Golden Horseshoe,” the 


market that is the heart of Industrial America. 


. 


™ 


BASIC STATIONS - - - COLUMBIA 


BROADCASTING SYSTEM ~~~ G. A. RICHARDS, PRES. 


THE GOODWILL STATION 


Dita 


Chelan 


* ++ EDWARD PETRY & CO., INC., NATIONAL REPRESENTATIVE 
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ADVERTISING AGE 


April 7, 194) 


Coupons, Long Letters Sell : 
Scott Radio to the Elite 


jately went on to prove that he 
Highest Priced R a di 10) didn’t realiy mean it by talking 
Finds Mail Order Tac- 


sales 


with extraordinary freedom for 

tics Sell the vv ealthy turing and merchandising features 
which make his business one of the 

Chicago, April 3.—‘Our business Scott—the organization and the 
and methods are unusual? man are indissoluble—makes home 
business in the world. All we do them for 17 years; it is a highly 
is make the best radio receiver that successful business. And yet, in all 
then advertise so than 20,000 sets. For Scott is the 

people will know |ne plus ultra of the field, designed 

so unusual about pay for—the best. There are Scott 

that?” owners in almost every country in 

tively bearded in |dealers. There are five Scott 

his pleasant den | “studios’’—in Chicago, New York, 

northwest side, but if you can’t visit one of those, 

the founder and you buy by mail. And something 

Scott Radio Lab- are still sold, sight unseen, in this 

oratories, Inc., | manner. 


almost two hours on the manufac- 
BY S. R. BERNSTEIN 

most unusual in America. 
Nonsense! This is the simplest | radio receivers; it has been making 
can be made and | those 17 years, it has produced less 
about it. What’s only for those who want—and can 
Figura - the world, but there are no Scott 
on Chicago’s Los Angeles, Detroit, and Buffalo— 
president of E. H. | like 40 per cent of Scott’s receivers 

opened the con- There are 


E. H. Scott 


three Scott chassis— 


versation with your reporter thus the Masterpiece, with 14 tubes; the 
inauspiciously, and then immedi- | Phantom Deluxe, with 28 tubes; and 


the Philharmonic, 
and they 


with 33 tubes, 
range upward in price 
from $200. The price, of course, is 
for the chassis only. You select 
your custom-built cabinet or make 
arrangements for a special deluxe 
installation, after you’ve picked the 
chassis. The average unit price of 
Scotts sold last year was just under 
$400, and it’s been going up year 
by year. Last year the organization 
turned about 1,900 instruments over 
to users. 

E. H. Scott, a shortish, stocky, 
keen-eyed man in early middle age, 
with the suggestion of a Scottish 
burr that creeps into his voice every 
once in a while, obviously enjoys 
making and selling “what is almost 
universally known as the world’s 
finest radio.” He enjoys making 
them, because he is first of all an 
engineer; but one soon gathers that 
he gets almost as big a kick out of 
selling them, in defiance of almost 
all the accepted copybook maxims 
on how to sell high-priced things to 
the wealthy and the great. His is 
a relatively small business (and woe 
betide you if you should inadver- 


tently call his laboratories a 
tory’), and his is the directing 
hand. In fact, although Scott em- 


“fac- 


ploys an advertising agency—‘“and | 


they are doing a good job, too,” he 
says—most of the voluminous di- 
rect mail, letters, booklets, folders, 


The world’s worst cynics about the 
advertising inquiries are salesmen who have to “run 
And the super-eynics among them are 
commission men who pay their own expenses. Some 
simply pay no attention to advertising inquiries for- 
home 
TILDER inquiries, 


them down.” 


warded from the 
AMERICAN Bt 


their experiences 
quiries. 


sent two different 
different states. 
the others. 
minimum 
thousands. 


value of most 


office. But not so with 


During the past month four different salesmen told 
with 
ach is a super-cynie who works on com- 
mission and pays his own expenses. 
companies. 
Each spoke without knowledge of 

each handles equipment on which the 
sale is about 


AMERICAN BUILDER. in- 


They 
They 


repre 
work in 


$100 and may run into 


leach salesman said that he regu/arly converts more 
than 60 per cent of inquiries received from AMER- 
ICAN BUILDER into actual orders. 
the home office sends me an 


“When 
‘ILDER 


One said, 
AMERICAN Bt 


inquiry | drop everything else and go after it, even 


though it 


other said, 


may be halfway across the 


An- 


state. 


“Last vear | converted 90 per cent of 


my AMERICAN BUILDER inquiries into orders.” 


If you have super-cynies, or just ordinary ones, on 


) your 


some AMERICAN 


buying Vitamins and 


sales force try a change of 
BUILDER 


f diet. Feed them 
inquiries* filled with 


watch their inditference to 


advertising inquiries change 


*Obtained by 


advertising 


AMERICAN BULLDER. 


AMERICAN BUILDER 


A Simmons-Boardman Publication 


105 West Adams Street 


CHICAGO . 


AMERICAN BUILDER 


AND BUILDING ACE 


The World’s Greatest Building Paper 


— 


30 Church Street 


NEW YORK 


Pd : io wh sige 
ay % 
Pe ee ee 
yr Pee CS 


_radio 
| fields. 
j}are there? 


| surface in the radio field. 


and 


selling fetish, 
shakeable 


— 


— 


INQUIRERS GET ALL THE DOPE FROM SCOTT 


This amazing five-page letter probably classifies as one of the longest letters sent 


out in answer to a coupon inquiry. 


It is the first effort in the Scott inquiry follow. 


up system, and is always supported by printed matter which is also notable for its 
length and completeness. 


house organs, etc., 
uses, is turned out in its offices, and 


himself will admit—by E. H. Scott. 
Some Want the Best 


“There are now, there 
have been, and there’ probably 
always will be a certain number of 
people who want something really 
good and are willing to pay for it,” 
Mr. Scott says. “That's true in the 
field and it’s true in other 

How many of these people 
There must be literally 
thousands upon thousands of them. 
We here have barely scratched the 
We don’t 
ever expect to run out of pros- 
pects. 

“Now, the point is that most 
radio manufacturers don’t believe 
anyone will pay more than $100 for 
a radio set, so they build the best 
radio set they can that will sell for 
$100. It’s not the engineering de- 
partment that’s designing the radios 
sold today — it’s the sales depart- 
ment. The sales manager comes in 
to the engineering department and 
says, ‘Joe, our competitor has just 
developed a model to sell for $99.50; 
you've got to get me one that I can 
sell for $98.75... And so Joe turns 
out the best set he can to sell at 
$98.75. 

“We don’t work that way. We 
start at the other end, to build the 


‘best set that can be built; and when 


we get that done, why the price sets 


itself. It isn’t competitive with 
anything; it just happens to be the 


price at which the set can be built 
sold with a reasonable profit 
for us.” 

Does that sound like unorthodox 
procedure? Well, that’s just the 
starting point. If Mr. Scott has one 
it is the deep and un- 
conviction that people 
are not necessarily morons or nit- 
wits simply because they happen to 
be reasonably rich or reasonably 
famous. 


Tells ‘em Everything 


“Lots of people with a quality 
product have the crazy idea that 
rich people don’t want any infor- 
mation,” he says, “so they get up 
snooty ads for them, with very 
pretty illustrations and very short 
text, that don’t tell them anything. 
But that’s not our idea. We think 
that a person buying a radio, espe- 
cialy one that is going to cost any- 


where from $300 to perhaps ten 
times that much, wants to know 
what he’s buying. He wants to 
know why our radios cost more 


than other sets; he wants to know 
what they'll do, and how; and if we 
do a good job of presenting the in- 
formation he wants and needs to 
make an intelligent decision, we 
don’t have to worry a bit about his 
reading it, no matter who he is.” 
And so “impressive” and “arty” 
copy and pure snob appeal have no 
place in the Scott sales approach. 
The Scott “studios” are pretty 
swanky places, and Scott .makes 
good use of the world - famous 


| 


always | 


oe 


s 
that the company | names on its roster of users, but by 


and large its advertising and _ par- 


‘much of it—perhaps more than he |ticularly its letters and literature 


‘are packed to the very gills wit! 
facts, technical discussions in lay- 
men’s terms, explanations and 
proof. 

Scott advertising, placed throug} 
Earle Ludgin, Inc., Chicago, whic! 
consists of rather small space j 
magazines and in newspapers j 
cities where studios are maintained 
always carries a coupon 
that’s meant to get 
does. And when some one sends 


a coupo 


coupon to Scott, he gets Informa- 
a capital I. The com- 


tion with 
pany’s first letter to a coupon maile 


is five full pages, single spaced 


|multigraphed in red and blue on ; 
jneat but 


not elaborate two-colo1 
lithographed letterhead. The let- 
ter is signed in facsimile, and the 
only concession to the recipient 


vanity is the personal fill-in at the | 


beginning. 
Form Letters Get Read 


“We used to worry a little about | 


these letters that are obviously for 
letters,” Mr. Scott explained, “and 
we made a very careful check wit! 
Hoovenized letters—you know, ea¢ 
letter actually written on an elec- 


tric typewriter. Well, the result 
|were a little better, but nowher 
|near enough to justify the ext 


layman and technical for 


expense, so now we use multi 
graphed letters exclusively; anc 
sometimes we don’t even fill then 
in.” 

When we expressed surprise @ 
the length and appearance of U 
first letter, and idly wondered 
this were exceptional, Mr. Sco" 
promptly assembled for our edifica- 
tion all of the printed matter whi 
the laboratories are now using 


He is particularly proud of ! 
booklets. “One of our hardest Jods 
he said, “is to find men with su 


‘ 


ficient technical knowledge to W! 
these out, and still make them " 


teresting and understandable.” M 
of the material is nicely printed 
good stock and some of it verges 
the swanky, but by and _ larg 


does not approach, in it nys's 
appearance, standards w! 
win grudging admiratio 
agency production manas 


Long Printed Matter 


five-page * 


Along with the 
which goes to coupon cli} 
is currently mailing a 28-pase 
color brochure on un 
stock which in general ypica: 
the kind of literature t! mpe 
finds doing a competent sales 
among people who are U 
sidered too busy to re: ; 

The brochure leads ©"! * 
foreword signed by Mr. 5:0" 
gives a key to its co! ts 
that you may intelligent , 
and judge,” it says, “we 4’ 
pared this complete “a 
Scott receivers. As fa! dus 
it is the only description f 
available today that g! 
complete details (simp! 


inquiries, and 
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ee ¥ a —= : a —_ a se . — ————— 
neer) oviding a practical yard- FACTUAL COPY erating properly, and. you may be | customers, and we keep them sold | are already equipped... As a matter 
gids by which 6 radio receiver or fe ot gee ral ges an Ag 8 yp ‘all the time. We don’t assume any- | of fact, he’s sold to the hilt on FM. 
record playing combination can be a. laue to a poor tube. Unfortunately, | thing.” “Once you've heard FM on a good 
judged f all the things that life affords, what is | tubes are the weakest point in any| Three or four times a year owners receiver, you'll never want to listen 
Then comes a page, MOSt1]Y | [more rewarding than fine music, superbly played... | 2d! receiver, for the heart of a ra-| find a post card in their Scott mail, to AM again,” he says.. “It’s not 
packed with 6 pt. type, headed, | superbly reproduced by record or radio @a a Scott? aa aa of very fine | siving them a chance to suggest | PY the freedom from noise; it’s the 
“Why Custom Built Radio? : ae “If you do not have on hand any |names of friends who may be in- tremendously enlarged tonal range 
sther on points of leadership; two | | tssew snr |spare tubes, at least one of each type | terested in a Scott, and anywhere which makes FM amazingly su- 
pages of discussion on how to judge used in the receiver, I would most | trom 1,000 to 1,500 prospect ag | SEE SS ADE. Des He ees 8 
musica! reproduction; pages on the a you to obtain them, . . | ao ee prospect names | so0d receiver with a mighty good 
! I : - at any ne it is necessary to re- | come back every time the cards are ener eae ‘ 
nigher ‘fidelity sound reproduction place tubes, I would much prefer to |ee Which is ; rhere loudspeaker to really reproduce 
systen symphonic broadcasts and | “ |supply them to you, not because there pepate ou. Vhich is another indica- | what FM can bring you. And what 
record noise, selectivity, short Sinica is any reat amount of profit in do- | tion that Scott loses nothing by/I’m afraid of is that people will try 
wave reception, FM. Then come ar de comeing eeaphenhne! A gy poneaa. Boag ie aoe sae keeping its owners satisfied. |to get FM on poorly constructed 
x pages with huge pictures of the | fect tubes g Mr. Scott asserts, with an apolo- | sets and will be disappointed in it.” 
various Scott chassis and the reader “I sincerely hope you are obtaining | etic chuckle, that he is “kind of| Television? Well, as he sees it, 
finds nself in a “brief study of | | s-ss*-ce | sees panied eae poi te elgg ge rom your lazy.” Perhaps that explains why | that’s a considerably longer way off 
ube functions in a modern super- that if there is anything on aa ae he keeps a check on his advertising |from widespread use than FM, 
heterodyne” which goes on for two Se ot understand, just write me and I will |and sales activities which seems, to| although he seems to have little 
pages of small type, after which he | | sss fen ean be glad to give you any assistance.” | the non-technical outsider, at least | doubt of its ultimate acceptance. He 
can wander through four closely | wan ae Con gn nine pent | After Users for 10 Years jas remarkable as the precision|does feel, however, that television 
nacked pages, replete with engi- Hyon heat the Set aed soe which he puts into his instruments. | and merely audible receivers can’t 
neers’ graphs, which contain a ape —— > ——— ae | All of that, intense as it is, is only | Advertising space is bought and | be successfully combined in one in- 
sprief technical summary of the fires ban 2 Pal.anp bates me | the beginning. After this series of literature is produced to perform a|strument, and that when television 
atstanding features incorporated in service letters, then maybe for the specific purpose, and there’s noj|does come into general use, a spe- 
the Scott.” wos rag ie you get Something guesswork about it. More than 95/cial television receiver, separate 
ee One of the Scott newspaper advertise- a ve — % — _— weeks,” | per cent of all sales are traced, and | from the regular radio, will be the 
ments, typical of the company's ap- Mr. Scott € xplains. “It may be the a magazine or newspaper on the list | most satisfactory instrument. 
if the reader is still there—and proach. Every piece of copy carries a |‘Scott News,’ which we publish is expected to produce at least ten Whatever comes, E. H. Scott 
most of them are—he can go on to | paiasosiahes pried Popo yp ft which we times its cost in orders, or else. Radio Laboratories will be ready 
n oa scuss é <inds of s cts in- for it. filli ‘ ~uliar ni 
a discussion of ond caggboenegy pec so Mr. Scott makes sure that the | terest, ae is on ae tar asa Looks at the Future a eg — 18 = 
iength range prov ides new enter- s ) pily secure in the knowledge that 


tginment,” and finally wind up with 
a full-page tabulation containing a 
comparative analysis of features in 


. Scott receivers. He has gone through 
e better than 10,000 words—probably 
f closer to 15,000 — and he’s had an 
education in radio reception that is 
d likely to make him dissatisfied for 
life with anything but the best. 
41 Then he can turn to the little folder 
t containing loose photos of cabinets, 
which he’s also received with his 
It letter, and pick out the cabinet he 
a wants 
’ Ten days later the prospect gets 
nd , second letter, again mimeo- 
graphed, in red and black, but only 
la- wo pages long, and not even filled 
m- in. Its headed, “A Special Offer 
le to Prospective Scott Owners,” an 
ed makes a special offer on a cabinet, 
1 explaining that Scott does not like 
lor to have its chassis installed in a 
et- @ cabinet which might not give it 
the full play for its tone range. A 
nt third letter discusses shortwave re- | 
the BH} ception, and again it’s not filled in. 
And every time a letter goes out 
8 t carries with it one or more pieces 
f the amazing printed matter that 
yout | leaves nothing at all to the imagi- 
or! nation, It may be the simple four- 
al page leaflet called “The Secret of 
vit Scott Performance”; the impressive 
al brochure picturing special deluxe 
‘lec: nstallations; the 24-page brochure 
sult if “evidence,” packed to the guards 
her with a couple of hundred testi- 
xt! monials from users; the booklet 
ult alled simply “The World’s Finest 
ar Radio,” with full-page pictures and 
her acsimile letters from America’s 
utstanding musical figures; or the 
e l12-page booklet “Performance,” 
tl hich stresses Scott’s performance 
d ecord in every part of the world. 
- “Who's Who” on Foolscap 
hic It may be any of these or others 
sing ke them, or it may be the most 
h mazing piece of all—13 sheets of 
obs egal paper bound together with a 
suf- lue paper backing. in exact imita- 
tu! m of a legal brief. The multi- 
n i traphed sheets are headed by cne 
M hich explains that “a good yard- 
od ck of any article’s merit is a list 
es ‘those who have purchased it for 
ge fir personal use A complete 
ys e of distinguished men and 
é, é ho own these custom in- 
ents occupies several hundred 
t this size, but the brief 
g hich follow will convey 
of how universally a 
let cepted by those who are 
ey nm to acquire the very 
: t equipment available regard- 
tints l t.” Then comes a who's 
! dustry, society, science, 
en and radio, diplomatic 
- ce valty, nobility and peer- 
o ¢ of, ek at is probably as impres- 
as commercial organization 
with ‘ne world can muster. 
‘wh ind there you have a short pic- 
S fol E. H. Scott going about the 
, ue putting a radio-receivet 
e pr — ct’s hands. 
aie wa doesn’t end the selling 
kr ess t by a long shot. No 
ts k n get a Scott radio on a try- 
31 _—_ nder any circumstances, 
for ! —_ irchaser can return a 
, eng on e has bought it, for any 


ll within 30 days. And 


purchaser knows how to operate the 
set when he gets it. 
fraction of one 
back,” he says. 


per cent comes 


Letters to Users 


It is usually three or four weeks 
after a set ordered before it 
built and installed, and Scott 
sends an_ instruction 
hand. Then, the day after the set 
is installed, the first of seven 
ice” 
other 
These 
the 


is is 


so 


intervals. 
letters in 
the word; they 


six at 
letters 
strict sense 


two-day 
are service 
of 


discuss various parts of the set, its | 


tuning and its operation, but they 
are at the same time marvels of 
\friendly selling. 

“By the time you receive this 
letter,” the first one starts, “I ex- 
pect you will have your Scott set up 
and operating, so I am dropping a 
line to give you a few tips which I 
i think will help you in getting maxi- 
|/mum performance. 

“IT know many of our owners are 
so anxious to start tuning in stations 
on their new receiver that they do 
not take the time to make a good 
antenna installation...” Then fol- 
lows a simple discussion of antenna 
construction and the offer to supply 
any personal advice which may be 
desired. 


” 


| 


Suggests a Tryout 


“If I were asked which control 
(excluding the tuning and wave 
band controls) was the most impor- 
tant, I would say it was the fidelity 
control,” the second service letter 
begins. Then follows a page and a 
half of discussion of this control, 
ending with this effective para- 
graph: 

“T would suggest that this evening 
you take this letter, tune in pro- 
grams from a number of different 
stations, then experiment with the 
fidelity control. I'll guarantee that 
within half an hour, if you will do 
this, you will know exactly where 
to set this control properly for any 
type of program you listen to.” 

Then, at two-day intervals, come 
friendly, intelligent messages on the 
bass control, short wave, selectivity, 
multiple station reception on the 
same wave length, etc., and finally, 
the seventh letter: 


“IT can imagine you saying, ‘What, | COMPLETE NBC 
another letter from the Scott Lab- 
oratories? They are certainly spending RED and BLUE SERVICE 
lots of time in letter writing.’ 
There is one thing I value above 
all else, and that is a satisfied Scott > 4 
owner Thirteen years ago a young 
man about 17 years of age and my 
self constituted the whole organiza NOW 5000 WATTS 
tior Today I have one of the best 
equipped and most skilled groups of 
technicians, I believe, in the whole DAY and NIGHT 
radio industry and a world-wide 
reputation for building the finest ra- 
dio receiver in the world. If there is 
one thing above all others which has National Representatives: 
been responsible for this growth, it 
is the thousands of satisfied Scott EDWARD PETRY & COMPANY 
owners 
“But if I don’t miss my guess you 
ire probably no different from the 
majority of owners in that you are 
more interested in listening to your | 
receiver, than you are in studying an | 
instruction manual, so in these let 
ters I am trying to give you a few! 
pointers you may have overlooked, 
and in this way make sure that you 
will secure from your Philharmoni 
all that it is capable of giving you 
“I sometimes receive a letter fron 
in owner that his receiver is not op 


“A damn small | 


book before 


“serv- | 
letters arrives, followed by the 


radio. 
owners with 
also packed 
interest. 
orders 


concerned with 
organ goes to 
|‘owner’s letter,’ 
jitems of radio 
leent of our 


an 
with 


come through 


This house 


Sixty per 


Mr. Scott doesn’t see much 
worry about in the future, 
as his business is concerned. He's 
ready and eager for FM, for which 
the larger two of his three chassis 


to 


as far 


there are still plenty of people will- 
ing and able to buy the best that 
;can be made, provided only that 
someone will make it and then tell 
them about it. 


T’S 


z 


program in 


sky-high. 


| yy V4 


R 
In NORFOLK 


Unce SAM’s billion two 
hundred million dollar defense 


is shooting every 


Y DAY 


the Norfolk Market 
business indice 


44%, GAIN in DEPARTMENT STORE 
SALES and 26% gain in general business, 
February Over a year ago. 
far exceed the national average.* 
destined to shoot still higher when the 
peak of work is reached! 

WTAR can make every day a sales 
PAY DAY for you in Norfolk. With the 
heaviest NBC Red and Blue Network com- 


Other sales 
And 


mercial schedules in the entire Southeast 
—PLUS local programs cued tothe special 


interests of this na 
contacts more 


utical area— WTAR 


listeners in the Norfolk 


Market than all other stations combined, 


‘Call Edward Petry & Co. for the complete 
story on the rich Norfolk Market. 


NORFOLK NEWSPAPERS, INC. 


Owned and Operated by 
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ADVERTISING AGE 


‘em 


Elect New Directors 


Stockholders of the Chicago Mail 
Order Company named three new 
directors at the annual meeting 
March 25: Will Welber, president 
of Robertson Brothers Department 
Store, South Bend, Ind.; C. E. But- 
ler, president of the Galloway Com- 
pany and Soy Bean Processing Com- 
pany, Waterloo, Ia.; and Harold 
Davis, Central Realty Company, Los 
Angeles. 


Frantz Appoints 

The Frantz Company, Pittsburgh, 
has appointed Clements Company, 
Philadelphia, to handle national ad- 
vertising of its new product, XXXX 
Chef Mix. Radio and newspapers 
will be used. 


ELM EE: 


- To cover this prosperous 
_ American Market, USE— 


Puerto Rico 


WORLD JOURNAL 


is English Daily serving the 
- 60,000 Americans in Puerto Rico 


Write for rates and specimen copies 
ALL AMERICAN NEWSPAPERS, Rep.,Inc. 


420 Lexington Avenue, New York 


|ments is illustrated, 
lalysis is presented in simple, under- 


Copy Is Analyzed 
for Students in 
New School Book 


Boston, April 3.— Prof. Charles 
E. Bellatty, head of the advertising 
department of Boston University, 


and well known for the advertising | 


“Critieism, 
which he 


student publication, 
Suggestion and Advice,” 
publishes, has just 
“Advisory Service for Students of 
Advertising,” prepared by himself 
and Thomas E. Maytham of Batten, 


Barton, Durstine & Osborn, Boston. 


The book is planographed, with 
56 pages approximately 11 by 13% 
inches, and contains an extensive 
analysis of some 35 recent adver- 
tisements. Each of the advertise- 
and the an- 


terms suitable for the 
average high school and _ college 
student. Its primary object is to 
serve as a supplementary text in 
advertising classes, providing prac- 
tical, workaday, advertising-depart- 
ment interpretation of present-day 
advertising. Interspersed with the 
advertisements which are analyzed 
by the authors are ten “prize con- 
test quizzes,” in which students are 
urged to submit their own evalua- 
tions of 10 other advertisements 


standable 


|which are reproduced in the book 
|but which are not analyzed. 

Something like 2,000 copies of 
|the first edition have already been 
distributed, and the publisher hopes 
| to produce two issues each year— 
one for each semester—and to build 
up the circulation to 5,000 or 6,000 
| copies. 


|be obtained from Prof. Bellatty at 


'685 Commonwealth avenue, Boston. | 


published an | 


Consider Advertising 
‘Michigan Apple Juice 


one of Michigan’s newest industries 


—the canning of apple juice—were | 


discussed at a recent conference of 
representatives of the industry. 


Canners from Michigan, Ohio and 


Illinois set up a temporary organi- 
zation committee, which will meet 
soon to consider proposed federal 
standards for apple juice canners 
and to draw up plans for a state 
organization. 
canners, it was urged, 
regulated. 


should be 


Promotes R. j. Higgins 


Royal J. Higgins, sales promotion 
director for the Hallicrafters Com- 
pany, Chicago, builder of short wave 
receivers, has been appointed direc- 
tor of advertising and sales promo- 
tion. 


The book sells for $1, and may | 


| 
Ways and means of advertising 


Bottlers as well as | 


£°\ pur COFFEE ON DISPLAY IN WINDOWS 
te 


mn 


fer lesting Freshness @nd Economy 


PACKED 


PAV O TAIMERS 


O08 Cimtee Mester sn, i “ 


OrePLay arr 


It's a cinch we can't tell you how to increase your business—but we hap- 


pen to know that many Chicago merchants and ad-men ARE getting sales 


results with Atlas Jumbostats. 


By using these clean, clear-cut Jumbostats 


to tell their story BIG they have been able to create new business because 
of the effectiveness of this type of presentation. 


Art dealers and ad-men use Atlas Jumbostats for presentations of all 
kinds. Chicago merchants are getting better results because they have been 
telling their story big by enlarging copies of their ads. WHY! Because Atlas 
Jumbostats fight for their business. 


The Jumbostat sales portfolio appearing in this ad was made for 
Thomas M. Royal & Company, Manufacturers of paper bags, Philadelphia, Pa., 
through their agency, Jim Duffy, Inc. 


ATLAS PHOTO COPY COMPANY 


FIVE CHICAGO BRANCHES 
MAIN OFFICE: 520 N. MICHIGAN AVENUE 


CHICAGO, ILLINOIS 


t 
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\ 
n 
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p 
An electrically controlled map which took more than six months to constru-} has tf 
just been installed in the office of Robert Mintier, advertising and sales menage 7 
of the Los Angeles Brewing Company. It is operated by a series of switches on e 
| an electrical control panel beside his desk and tells the story, in colored ghts fe is 
of the company's outdoor advertising in southern California. th 
us ——a la 

’ M pieces of wood; 1,000 feet of copy: 
Huge Electric ap | wiring, and more than 13,00): bra WV 

id |bolts and screws. By meas of 
: @: oe . - : S J i 
Tells Company s |single switch, any one of 1) zon¢ te 
|may be lighted or turned off. A di 
Panel Poster Story |in all, it covers in miniature iin are he 
Los Angeles, April 2.—A map) of 850 square miles. ar 
representing 1,450 miles of streets ee 9 

and highways, cuvereng in colored Moves Offices 

lights all the company’s outdoor “inna ery . L: 
advertising in Southern California John H. Perry Associate Ne . 
. . a : \ “| York, has moved its offices to 3] sO 
has been set up in offices of the Los| fF 45th street. Its forme: idre T! 
Angeles Brewing Company, maker | was 225 W. 39th street. m <e 
of Eastside beer and ale, and Lux- sti 


ury Pilsner beer. 

The more than 350-pound map 
occupies the entire north wall of 
the office of Robert Mintier, adver- 
tising and sales manager, and is 
operated by a series of switches on 
an electrical control panel beside 
his desk. 

Dark lines appearing on the map 
represent business thoroughfares 
and are in reality copper channels 
in which colored electric light bulbs 

each color representing a differ- 
ent product—can be _ inserted to 
indicate the position of an outdoor 
poster panel, bulletin or spectacular 
display. It took more than. six 
months to construct the map, which 
embraces 41 cities and towns of 
Southern California and shows 1,063 
street intersections. The map re- 
auired 450 feet of the double copper 
channel; 826 separate hand-cut 


Olmstead Advanced cl: 


F. A. Olmstead, of the Clevelar in 
office of Youngstown Sheet & Tub? th 
Company, has been made distri ql 
sales manager for the company. th 


RICHMOND 
AND NORFOLK 
AN VIRGINIA! 


COLUMBIA AND MUTUAL NETWORKS , 


PAUL M BATMER CO NATIONAL BEPOESENTATIVE 
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When a store 
business slumps. 


where it is. 


stations. 
“staying put’ 


changes location its 
Traffic falls off. Cus- 
tomers—no matter 
are—can't remember the new spot. 
It's the concern that 
gets the business. 

They go there. 


March 29th was moving day for most 
But not DM 

. and doing business 
in the same old place. 
will not have to change their habits. 
When you purchase KFDM 
vertising dollar is still worth 100 cents. 


_KEDM 


Bede ot all ae 
iheeliag 


how regular they 


“stays put’ that 
The buyers know 


. it is 


Its listeners 


your ad- 
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April 7, 1941 45° 
es > a . 
c . a patent in a foreign country be programs for the under-privileged. was to discover the causes and |Mutual’s Billings for 
c § | er- prohibited without the permission Among other recommendations possible cures for business depres- M h Up 31.5° 
of the Federal government. were increased penalties for anti- | sions. In the portion of the report | “Are p . Io oe 
In addition to recommending that trust violations, authority for the devoted to this subject, the Com- | Registering an increase of 31.5 


Iydings Act Repeal 
in Final Report 


Continued from Page 1) 


peac' and democracy which must 
come after the war.” 

Not all of the TNEC recom- 
mendations were unanimous. Sen. 
Wallace H. White, Jr., of Maine, did 
not in the report because he 
was appointed a member after the | 
committee had been functioning for 
nearly two years and he was unable 
to familiarize himself with the vol- 
ume the record already on file. 

Four Oppose Charter 

Four members dissented from the 

Fede! charter recommendation. 


Included were Rep. Hatton Sum- 


ners, Rep. B. Carroll Reece, Joseph 
J. O'Connell of the Treasury De- 
partment, and Sumner T. Pike of 
the Securities and Exchange Com- 
missio Rep. Sumners did not 
explain his dissent, but the others 
issued a statement claiming that 
the proposal for a national charter 
law “was not clear.” 

Repeal of the Miller-Tydings Act, 
which had been urged previously in 
, TNEC monograph just as a char- 
ter law had been suggested, drew 
dissenting votes from Sen. O’Ma- 
honey, Rep. Sumners, Rep. Reece 


and Wayne C. Taylor, Under-Secre- 


tary of Commerce. 

Isador Lubin, Commissioner of 
Labor Statistics, and Leon Hender- 
son, original executive secretary of 
TNEC and later an alternate repre- 
sentative of SEC, issued a dissenting 


statement on the report as a whole, 
claiming that it emphasized the 
importance of monopoly more than 
the broader and more fundamental 
questions. “We do not believe that 
the program which this report pre- 
sents would, in itself, have _ pre- 
vented the great depression of the 
30s," they said. “Likewise, such a 
prograin will not be adequate to 
meet the problems of tomorrow.” 


Make Directors Liable 


The report itself holds that the 
corporation has been the principal 
instrument of concentration of eco- 


nomic power. As a_ remedy, it 
recommends that the suggested 
national charter law outlaw inter- 


locking directorates and make cor- 
poration directors personally liable 
for anti-trust offenses. 

The report also urges patent law 
revisions to prevent monopoly. It 
calls for unrestricted patent licenses, 
with judicial or administrative ma- 
chinery to determine reasonable 


royaltic “The privilege accorded 
by the patent monopoly,” TNEC 
laimed, “has been shamefully 
abused to control whole indus- 
tries, suppress competition, to 
restrict output, to enhance prices, 
‘0 suppress inventions and to dis- 
ourage inventiveness.” TNEC also 


isked that filing an application for 


| plan 


a 


COLLINS 
MILLER & 
HUTCHINGS 


INC. E77 


PHOTO-ENG RAVERS 
IN CHICAGO 


the FTC and Justice Departments 
be given additional funds to do a 
more thorough job of enforcing 
anti-trust laws, money to permit the 


Commerce Department to expand 
its business and economic research 
wctivities was also asked. (Bills 


calling for expansion by the Com- 
merce Department are now pending 
before both houses of Congress.) 
TNEC endorsed such current gov- 
ernment projects as the food stamp 
for distribution of surplus 
products, slum clearance and low- 
cost housing, extension of hospital 
and medical facilities, and develop- 
ment of cultural and vocational 


FTC to serve as master of chancery 
In anti-trust encouragement 
of the decentralization of industry, 
allocation of defense money so that 
monopoly control of basic products 
would be eliminated, and tax revi- 
sion to encourage investment of pri- 
vate capital in new and independent 
businesses 

The report suggested that the 
FTC be given the authority to pre- 
vent competing corporations from 
merging except where it could be 
demonstrated that the public inter- 
would be served and _ that 


cases, 


est 


monopoly would not result. 
One of the objectives of the study 


mittee rejected government spend- 
ing, proposing instead encourage- 
ment of private industry and use of 
private capital 

“We cannot,” the report declared, 
“continue to rely upon government 
expenditures whether by way of 
contribution or loan, to. sustain 
enterprise and private employment 
unless we are willing to invite 
eventually some form of the au- 
thoritarian state.” 


Hotel Names Henkin 

| Shepard Henkin will handle pub- 
|licity for Hotel New Yorker, New 
| York. 


per cent over the same month in 
1940, March billings of the Mutual 
Broadcasting System amounted to 
$513,774. The March, 1940, figure 
was $390,813. Gross client expendi- 
tures for 1940 amount to $1,461,162, 
an increase of 39.7 per cent over the 
same period in 1940 when the figure 
was $1,046,191 


Dotted Line Dinner May 23 


The Chicago Dotted Line Club 


|} will entertain agency executives of 


Chicago and vicinity at the club’s 
fifth annual entertainment and din- 
ner party May 23 at the Bal 
Tabarin, Hotel Sherman a + 
Pelott, Penton Publishing Company, 
is chairman 


. . . for despite its obviously unusual ele- 
ments, it depicts a universal occurence these 
days: The reading of the news. 


For today, news has become the very essence 
of living, shaping our destinies for genera- 


tions . 


. maybe centuries . 


.. to come. 


That’s why news magazines, like NEWS- 
WEEK, are so vital to thinking Americans. 


NEWSWEEK’s three-dimensional formula of 
News plus News Significance... Periscope... 


A WELL-INFORMED PUBLIC IS 


NBC Blue Network, 10:30 I 


Hear “AHEAD of the HEADLINES” 
Newsweek on the air every Thursday night over stations of the 
> 


Signed Opinion... is bringing understanding 
to more than 450,000 of the nation’s better 


families . . 


and holding their avid interest 
through page after page, 


week after week. 


Which explains why NEWSWEEK gained 70 
new advertisers during the first quarter of 
this year, carried nearly half again more pages 
of advertising than during the first quarter 


of last year . 


. and our April 14th issue is 


our largest so far, in both advertising pages 


and total pages. 


AMERICA’S GREATEST SECURITY 


Newsweek 


“THE MAGAZINE OF NEWS SIGNIFICANCE” 


-9:30 C. S. T.—7:30 P.S. T. 
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. 
McCormick Heads Adclub 
Robert L. McCormick, vice-presi- 
dent of Oklahoma Paper Company, 
has been elected president of the 
Advertising Club of Oklahoma City, 
succeeding John F. Blatt, the Okla- 
homa Publishing Company, who 
becomes a director. Other officers 
are: Ralph Spangler, Harbour- 
Longmire Company, vice-president, 
and Kenyon M. Douglas, KTOK, 
second vice-president 


Prelle Gets MacDermid 
MacDermid, Inc., Waterbury, 
Conn., maker of metal cleaning 
chemicals, has appointed the F. W. 
Prelle Company, Hartford, to 
handle its advertising. Business 
papers and direct mail will be used. 


dtd nina hcibai sath tet 


A Make them 


LIKE 
ana BELIEVE 


in YOU! 


Would you give the shirt off 
your back for RIGHT adver- 
tising that wouldn't wipe out 
your bank account . . . adver- 
tising that would create a con- 
viction of your integrity 
that would make men 


women like you, believe in you 
. advertising that wouldn't 


try to be smart but would tell 
buyers the reasons they'd like 
the things you sell, persua- 
sively, unforgettably.  profit- 
ably? Have you seen the 
EDIPHONE ads in’ newspa- 
pers in the West? Have you 
heard about our PLAN of ad- 
vertising: about our COPY: 
how we get results with those? 
with small appropriations? 


, ‘ 
— OREN ARBOGUST 
i ADVERTISING 
: Thirty N. Michigan Ave. 
CHICAGO 


| 


NAEA Leaders Set 


Up Group to Study 
General Advertising 


(Continued from Page 1) 


ray, New Orleans Times-Picayune; 
Leo Barlund, Sun, Williamsport, 
Pa.; Joseph Nixon, Plain Dealer, 
Wabash, Ind. 


Fact-Finding Study 


It is assumed that the study, 
which will be primarily for fact- 
| finding rather than for the purpose 
| of making recommendations as to 
|newspaper policy, will explore all 
lof the current trends, including de- 
|mands of advertisers for volume or 
|continuity discounts, standard space 
lunits, merchandising cooperation 
and all of the other moot questions 
lwhich have been agitating both 
|/newspapers and advertisers. 
| Officers of the association were 
re-elected. C. E. Phillips, Rockford 
Star and Register-Republic, is presi- 
ident; William Ellyson, Jr., Rich- 
mond News-Leader, first vice-presi- 
|dent and William Wallace, Toronto 
Star, second vice-president. New 
directors are Mr. Hurd and Vic 
| Mersen, Canton Repository. 

One of the first talks on the pro- 
gram related directly to newspaper- 
advertiser problems. P. L. Carty, 
president of Media Records, dis- 
‘cussed standardization and simpli- 
fication as part of the program for 
|}making it easier to use newspapers. 
|He presented a detailed analysis of 
|newspaper practice with regard to 
|mechanical requirements, including 
| column depths and widths, page 
| sizes, Minimum space requirements, 
|ete., and emphasized the wide vari- 


| ° . 
}ation among publishers in this field. 


Flat Rates Prevail 


Rate making practices show equal 
| variations, with the majority using 
|flat rates but a substantial number 
offering a sliding scale which like- 
wise varies considerably. Color 
rates show wide variations, as do 


has been achieved and 


Va rare ie sf 
that stand 1 yood are 
attitude is helping make 


mothe 


Circulation has jumped 


Member Metropolitan 


TAKES 
BACKBONE! 


fis ane th lo have f 

anitnry Tw wl pnecthing 
mid aitors are co 
their views freely and 


frankly. orites a cade 


It is known that The De 
ing a new design for journalism. 


ease with which an historic increase in circulation 


readers show definitely that Detroit likes what it 


. a “4 . 
vets in the Free Press and wants more, 


did % f the f 
Phoscd ft rie Your 
» democracy real” writes 
! ul 
! f ws , ( 


ing the total to 322,683. 
adequate, active. responsive coverage 
progressive, prosperous market. With it. an adver- 


tiser can really sell his goods to Detroit. 


The Detroit Free Press 


{ Vewspaper With 
JOHN B. WOODWARD, Inc., National Representatives 


recdom of the press in this 


else to have publishers 


urageous cnough to state 


troit Free Press is herald- 
The effortless 


the comments from the 


26,036 in the year, boost- 
Here is coverage 


of a 


{ New Purpose 


Sunday Newspapers Inc. 


rates for rotogravure. Position 
charges show no uniform policy, 
and even the matter of cash dis- 
counts is not standardized. 

In pointing the moral of his an- 
alysis, Mr. Carty used the experi- 
ence of Media Records. The stand- 
ardization and_ simplification of 
these statistical studies have con- 
tributed to salability in making it 
easier for the buyer to buy. 

An outside viewpoint was sup- 
plied by Enno Winius, president of 
the Anfenger Advertising Agency, 
St. Louis, who spoke on the recent 


consumer study made by his or- 
ganization for the St. Louis Post- 
Dispatch. He used this study as a 


basis for the generalization that we 
are now in an era of advertising re- 
search and fact-finding, which have 
been substituted for what he called 
the “cat in the bag’ method of sell- 
ing. 


Must Prove Skill 


“Advertisements can now be 
made good by the = advertiser’s 
standards, instead of those of the 


agency and media. Supplying more 
facts about advertising media and 
their markets will make high pres- 
sure selling unnecessary, and will 
lead to more constructive thinking 
by all concerned. 

“The assumption of superior skill 


on the part of the agencies and 
media is passing,” he continued. 
“From now on you will have to 


prove it. The factual day in ad- 
vertising is here, and you will be 
expected to furnish an instruction 
sheet with the white space you are 
selling. A lot of things are still un- 
known, such as the correct size of 
space, the best frequency schedule, 
etc.” 

Smaller Market 


Points to 


A discussion of national advertis- 
ing, conducted by Jack B. Sachs, of 


the Washington Post, pointed out 
the need for a clearer definition of 
retail and general advertising. The 


importance of the smaller market 
must likewise be emphasized in 
building advertiser appreciation of 
newspapers, it was suggested. 

Forrest Geneva, Des Moines Reg- 
ister and Tribune, showed the job 
which can be done in developing 
regional general advertisers through 
copy and plan service along agency 
lines. 

Tom Walker, of Sawyer-Ferguson- 
Walker, emphasized the individual 


character of markets as an oppor- 
tunity for newspaper advertising, 
saying that American business is 
largely sectional in character, and 
much waste is involved in a uni- 
form type of national promotion. 


He urged the Bureau of Advertising 
of the ANPA to set up regional of- 
fices throughout the country for the 
purpose of contacting divisional 
managers of national accounts 


Answers Criticisms 


Possibly in answer to some im- 
plied criticisms of the number of 
readership studies by the Advertis- 
ing Research Foundation under the 
sponsorship of the Bureau of Ad- 
vertising, Frederick Dickinson, its 
Western manager, devoted much of 
his talk to explaining the policy on 
this subject. This study, he insisted, 
is the only sales tool that does not 
dull with use. 


“The continuing study,” he said, 
“has increased the sale of news- 
paper space. Campaigns have been 


built around the suggestions it con- 
tains. The billboard technique has 


been proved a failure, and copy is 
being steadily improved Adver- 
tisers are testing their copy and 
finding out what works and what 
doesn’t In getting over to the 
factual side of advertising, we are 


getting the advertiser’s point of 
view.” 
Mr. Dickinson explained that 


while the continuing study will not 
go on indefinitely, it will be con- 
tinued until the graph of advertis- 
ing readership shows a definite pat- 
tern. 


Package Idea Discussed 


One of the 


most interesting con- 
tributions to the general study of 
service to advertisers in the news- 


paper field was provided by A. G. 
Glavin, director of the New England 
Newspaper Advertising Bureau, of 
Boston He described the “pack- 


age” idea which has been worked 
out by the bureau, and which has 
proved to be popular with advertis- 
ers and agencies, in which market 
potentials can be related to adver- 
tising expenditures through various 
combinations of newspapers and 
space schedules. This has enabled 
advertisers to get a quick picture of 
the cost of newspaper advertising 
as projected against definite mar- 
kets on specific programs. 

Among the new ideas offered to 
the convention as a means of try- 
ing to make the medium more 
eeceptable and easily used was the 
space unit plan described by C. A. 
G. Kuipers, well known representa- 
tive and past president of the Chi- 


cago Newspaper’ Representatives’ 
Association. He introduced the 
subject by expressing the opinion 


that a change in the present method 
of determining national 
necessary. 

“The flat rate,” he said, “has not 
helped volume. In addition, agen- 
cies say that it is more costly to do 
business with newspapers than 
other media.” 


rates 1s 


Varied Plan 


His plan includes the use of 25 


different standard units of news- 
paper advertising space, with fre- 
quency discounts applied to this 
type of advertising. Advertisers 
desiring to use other space units 
could do so at the open rate. He 
expressed opposition to discounts 


for bulk linage contracts, reserving 
these for the use of standard unit 
schedules, and suggested the pay- 
ment of discounts only when earned. 
A challenge to the idea that mer- 
chandising cooperation as now 
practiced by newspapers is a bene- 
fit to either advertisers or publish- 
ers was offered by Roger W. Rey- 
nolds, advertising director of the 
Indianapolis News. 
“There should be 
dising,” he asserted “As now 
handled it is merely a gesture to 
placate the advertiser. The distribu- 
tion of point of sale material 
the mailing of broadsides and let- 
ters to the trade on behalf of na- 
tional advertisers is a nuisance. Ad- 
vertisers don’t want to pay for the 


merchan- 


less 


and | 


— 


service, but they demand it in der 
to get everything they thin! they 
may be entitled to. ; 

“Instead of devoting ourselves ; 


this kind of merchandising, y, 
should have a program of deal, 
education, and try to build “ 
traffic by assisting merchant. to 
make proper use of advertising ap- 
pearing in their local newspaper 
While it takes courage to an 
advertiser that you won't dist bute 
point of sale material or send out 
letters, it is far more effective 4, 
persuade dealers to push ne eee 
advertised merchandise.” sii 
Surveys Often Inaccurate 
Mr. Reynolds also critici: 
sort of trade and consume: ey 
made on advertisers’ request a. 
ing frequently inaccurate Ise 


of the limited number of peo ir 
terviewed. The manufactur: 
be misled as to the number of 
outlets 


and the sales potentja}s 
Consumer surveys should b id 
on the entire circulation the 
ON" 

a 


\ 
j ! 


] a 


| Wo) Cs 


that cover the 
TEXAS GULF COAST 


Blanket the heart of Texas’ fastest-growing 
area—the Gulf Coast—with the TWIN 
stations. Save money with our combina. 
tion rates, and make dollars go further 
through our BONUS POINT ADVERTIS. 
ING. WRITE for merchandising ideas for 
this market. 


National Representatives; THE BRANHAM CO, 
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The rates for this department are as follows: 


Help Wanted,” 
cash with order. 


$4.75 per inch. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 


able markets, the Courier-Journal stores and department stores, to- 322 new local accounts were created 
and Times, he said, undertook a gether with a visualization of retail by these methods, which include T 
program of working with communi- copy appeals which had attracted copy service and discounts for in- F 
ties in the whole area to help them much favorable comment from re- creased expenditures. 
with their projects and likewise to tailers. Pat H. Rice, Jr., Augusta _— 
interest them in what their me- Chronicle, analyzed sales results 

York to Talk 


tropolis had to offer. As a result 
there has been a definite increase in 


based on a comparison of advertis- 


. - — ing effort by stores of the same Wilford York of Hoffman & York, ¥ 
buying from Louisville stores on chien ; Milwaukee, will deliver the keynote 


the part of the population in Ken- 
tucky and Southern Indiana. 

Many improvements have been 
made in the papers editorially, as 
the results of which circulation costs 
have been reduced, subscription in- 
come increased and total circulation 
greatly expanded. 


address at the 10th annual conven- 
tion of the National Advertising 
Agency Network, to be held at the 
Palmer House, Chicago, May 29-30. 
Oakleigh R. French, St. Louis, is 
managing director of the network 


Discuss Sales Training 


Newspapers have the same prob- 
lems of training salesmen that other 
businesses are confronted with, it 
Was indicated by a discussion of this 
subject. Frank B. Hurd, Providence 
Journal-Bulletin, said that he is op- 
posed to mass training of salesmen, 


“Representatives Wanted,” and 
Terme 


Clinic for Promotion Chiefs 


HELP WANTED POSITIONS WANTED An interesting clinic participated and never holds daily, weekly or 
Copy writers TO NEW ENGLAND EXBCUTIVES iD by promotion managers was de- monthly sales meetings. Each sales- . a - ~ 
AD ‘OMMERCIALS—Agency exp.) Keen capabl advty.-sales promotion | yoted to showing the possibilities of man is an individual problem, and - 
~~ atl e< s' b qriie co 1 t'- 7 
Oe black & white package ise live, valaaiee pat A bm aa 4 building business through copy it usually takes three years to make a gs TA 
acth liad t ra ag ’ é i ve o A 
. i, oe ! ajaiek’ or Weal * aS. Cam — nares: service to local accounts. Those who a good one. He advocated giving 
SLIDI 11M must be exp., $4,000 uSSIS on rude from scratch leh em we . _ rs an > " ‘ ‘© , , ; 
SALI PROMOTION copy direct) record with national companies as- reported on this subject were Jacob the salesman responsibility, giving Ses 
jousehold appliances $4,000, sures “getting it done in °41." Well | Albert. Detroit News, chairman of him an opportunity to meet it, and ee ees 
Th IME BUYER—under 40 yrs worth asking about, right now! —- We : - — . . vs _ : 
— p. Open tox 3326, ADVERTISING AGE, N. y., | the clinic; Ramon S. Cram, Colum- helping him all you can EXTRA SHARP 
ADA R —Radio mdse Exp $6,500. peditorial assistant, secretary to busy bus Dispatch, and J. A. Caldwell, H. M. McClaskey, advertising di- FOR REPRODUCTION 
“AY wait es ere ro tat the "I ~ lin of a job but | Port Huron Times Herald. rector of the Louisville Courier- 
! I 30, irked by ie “low ceiling” of present : r : , 
FRED MASTERSON nasttiog wante new souhestion Uae The retail advertising clinic was Journal and Times, told of the suc- PURPOSES 
aah tae ae Cte ae cour aa tak a’ aoe of know-| unusually interesting because of cessful plans which his papers have 
. 132 20 8S. La! St., wling how to ¥ aaeing tim be y 
eal ilizing in all phases of re Hag Mper to batind weiner |the analysis of the relationship be- used in creating accounts through 
; I from blank paper to bound volume Abies, 
advertising plus ra - both a spec we tween newspaper advertising and improved salesmanship. Salesmen RAPID COPY SERVICE CO. 
womans he ar i ver as > : . ; 
POSITIONS WANTED mac himers ‘deeenin si accentuate retail sales which it provided. James are given a specific task in covering e 123 N. Wacker Drive ... CHICAGO 
i lois. grad. EXEMPT FROM tox 3827, ADVERTISING AGE, Chgo.|R, Brumby, advertising director, new accounts and are required to @ 415 Lexington Ave... NEW YORK 
DRA ~ a. ae , ban pad REPRESENTATIVE AVAILABLE Atlanta Journal, showed a compari- produce a_ stated number of new © Ninth-Chester Bldg. . . CLEVELAND 
IOs ’ angen , ae ’ 
el dio, age 22, now empioyed Advertising salesman available to} son between linage of men’s wear contracts each month. In one year 
Box ADVERTISING AGE, Chgo, | Cover Pacific Northwest for eastern 
- —— : : publication 
LAYOUT ARTIST ... Seeks Chicago | j3,. 3274, ADVERTISING AGE. Cheo 
pe! Smart roughs, comprehen- : : 
nished lettering & ilustra- BUSINESS SERVICE 
ires paler? or genet hOSIS YOUR SALES PROMOTIONAL WA- 
Ake 4 ee ten meveral years expe-/ terial, house organs, planned, pre- 
é h B nce studios & agencies pared on free lance basis by emploved 
Hint sob ee advertising man Plenty of ideas, 
Box ADVERTISING AGE, Chgro saitmples Edward Edelstein, 201 N 
Advertising man with 10 years expe- Wells & Randolph SSS4, Chicago 
rie eeks new ®& wereater oppor —— - 
Well rounded experience in MISCELLANEOUS 
y ocedure sales promotion BAIRDSET ADS OL TPLLIL PUB- 
direct mail, et« Protest lisher set ads by 25 S vVear check 
ndents——-Salary secondary to) proves. Type ruler with vour first or 
) ee der. Clean proofs fast day and night 
| S ADVERTISING AGE, Cheo.| BAIRD. 18 BF. Kinzie, WHI, hay. Chae, 
A 
newspaper, so as to determine the have complete information regard- 
market for individual stores, he ing the incomes and buying power 
recommended of all families in their trading areas 
“Some agencies,” he said, “pass A thought-provoking address was 


long to the newspaper the cost of 
eir research by asking for statis- 
tical information when no advertis- 
ng is involved, and they are merely 
planning to solicit an account.” 


ij Slide Film Shown 
» Walter C. Pfaffenberger, advertis- 
ng manager of the Los Angeles 
Times, presented a slide film show- 


ng the results of an unusual mar- 
vet and newspaper readership sur- 
ey made with the cooperation of 
F the Retail Merchants Credit <As- 
S tion of Los Angeles. These and 


retail organizations, he said, 


that of Mark Ethridge, general 
manager of the Louisville Courier- 
Journal and Times, who described 
an interesting five-year program of 
improving the newspapers and 
building the market of his company 
He said that he believes it is the 
duty of management to provide its 
sales organization with the best pos- 
sible product, and likewise to do 
everything it can to improve its 
market picture. 

After determining that Louisville 
merchants were not drawing as 
much of their trade from the sur- 
rounding areas as those in compar- 


THIS IS NOT 
A SPECIAL ISSUE 


but it carries 93 display adver- 


tisements for 91 accounts. The 


TOPPING 


POPULARITY HEIGHTS 


4 is 08 towerie TISING AGE than any other 
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volume totals 36,559 lines, 


nearly 176 columns. 


More advertisers regularly use 


more insertions in ADVER- 
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Minimum, Resale 
Price the Same, 
U. §. Court Holds 


(Continued from Page 1) 

the Toilet Goods Association 
letter, “the retailer agreed that he 
would not resell the Mennen articles 


says 


tance, the Toilet Goods Associa- 
tion’s legal counsel points out, be- 
cause 17 of the state fair trade 
statutes follow the exact language 


of the Louisiana law, while 25 
authorize agreements not to resell 
at less “than the minimum price 


stipulated,” and one authorizes an 
agreement not to resell “below a 
minimum price stipulated.” 

States whose statutes 
language of the Louisiana act in 
calling for reselling “at the price 
stipulated” are Arizona, California, 


) pe : Illinois, Iowa, Kentucky, Massa- 
at a price ‘less than the minimum : . . a 
: qaenerwy ; ’ chusetts, Michigan, Mississippi, New 
retail sale or resale prices’ pre- * : - 
, . _| Jersey, New Mexico, New York, 
scribed by Mennen Company. Under |), . : ; n 
‘ _+.4,..| North Dakota, Pennsylvania, Ten- 
the Mennen agreement, the retailer . . an 
Ros nessee, Washington and Wisconsin. 
could therefore sell the Mennen| %,, ‘ 
p ' This point was not raised in the 
article at a price higher than the . 
: case of the Old Dearborn Distribut- 
stipulated minimum retail price, 


without violating the agreement. 
Affects 17 States 


“The court held that his agree- 
ment was illegal, and that it con- 
stituted a violation of the Louisiana 
anti-trust act. The theory of the 
opinion was that the fair trade act 
must be narrowly and _ specifically 
construed, and that a contract under 
the act must follow the precise 
language of the statute. 

“The court held that the Mennen 
form of contract, in the state of 
Louisiana, was not justified by the 
Miller-Tydings act.” 

This decision is of 


great impor- 


METHOD OF 
PRINTING | 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


ing Company vs. Seagram-Distillers 
Corporation, 299 U. S. 183, in which 
fair trade was upheld by the U. S. 
Supreme Court, because it appears 
from the decision that the contract 
in that case prescribed a stipulated 
price, as distinguished from a min- 
imum price,” the Toilet Goods As- 
sociation letter says. 


AFA Cooperates 
in Service Posters 


“Selected for Service” is the 
theme and heading of the first of 


a series of posters about to be re-| 


help promote a_ better 
public understanding and accept- 
ance of selective service. It was 
produced by the joint efforts of the 
national defense committee of the 
Advertising Federation of America 
in cooperation with the Society of 
Illustrators and the Artists’ Guild 

The posters, which will be litho- 
graphed in full color and measure 
22 by 28 inches, will show typical 


leased to 


| defense assignments of men selected | 
Col. | 


ifor the nation’s armed forces. 
Gilbert T. Hodges, chairman, execu- 
| tive committee, New York Sun, is 
}chairman of the AFA’s national de- 
| fense committee. 


'C. B. Groomes Resigns 
| Charles B. Groomes, treasurer 
land general manager of Editor & 
Publisher, has resigned after a 21- 


year connection with the publica- 
tion. Charles T. Stuart, advertis- 
ing director, is now also general 


manager and treasurer. 


MT. HEALTHY 


=o 


ration recently talked 
to housewives repre- 


HE Ross Federal 
Research Corpo- 


pet 


August, 1900 


=) CERTIFIED 


. senting more than | Ant FIGURE 
4% of ALL families % hooey as 
living in Greenhills, 5 
Mount Healthy and = 


NORTH COLLEGE HILL 


North College Hill. 


Asked “In what ONE Cincinnati news- 
paper do you pay the most attention 
to advertising?” .. . 46° of those who 
expressed a definite preference for 
ONE 
compared with only 32% for the other 
evening paper, 20% 


paper said “Times-Star,” as 


for the Sunday 


a and 3% for the morning paper. 


MORE 


EVIDENCE that the Times- 


follow the | 


Star’s LARGEST daily circulation in 
the rich, $300,000,000 Cincinnati Trad- 
ing Area blankets able-to-buy fam- 
ilies with greatest selling efficiency 


Part of a detailed study covering a total 
of 58 sections of Metropolitan Cincin- 
nati available FREE. Write for it today. 


CUNCINNATE TIMES-STA 


HULBERT TAFT, President and Editor-in-Chief 


Owners and Operators of Radio Station WKRC 
NEW YORK Martin I Marsh CHICAGO: Kellogg M. Patterson 
oO §=6Fast Forty - second Street 333 North Michigan Avenue. 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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% Gain % Gain 
13-Week 13-Week 13-Week or Loss” or Loss 
Period Period Period 1941 1941 Week Week 
Ended Ended Ended over over Ended Ended 
April 1, 939 Mar. 30,1940 Mar. 29, 1941 3% 1940 Mar. 30, 1940 Mar. 29, 194] 
Akron, © 2,431,075 281,742 : 3.2 +3.2 179,343 214,526 
Albany, N. Y 2,659,460 1,888,088 29.0 0.9 162,502 184,739 
| Atlanta a 1,066,378 3,946,326 S.0 + 5.5 284,718 $25,738 
| Baltimore Mal 1 O86,637 », 270,306 + 9.1 5.3 398,718 550,597 
| Birmingham, Ala 3,106,288 3,389,666 12.7 3.2 252,406 332,178 
joston, Mass 1,612,821 4,547,018 3.4 2.0 $24,145 406,571 
| Bridgeport Conn 2? 226,112 2 400,076 13.6 5.4 181,916 240,07: 
|} Buffalo, N. Y 8,539,158 3,328,031 + 1.0 + 7.4 251,890 346,039 
| Camden, N. J SUS 808 1,320,356 15.0 8.1 111,056 107,571 
jCedar Rapids lia 1,129,868 1,129,744 0.6 0.6 88,074 110,684 
(Charleston W Via 2,402,835 2,321,831 1.0 + 6.7 173,411 237,706 
Chicago, I 7,081,325 6,734,394 3.6 1.4 $92,171 657,771 
Cincinnati, © 872,952 », 862,821 1.3 1 285,167 166,491 
Cleveland, ©) 1.204.258 1.440.277 g & » 320.982 194. 664 
|Columbus, © ART, 884 211,875 +1.9 0.4 258,036 284,279 
| Dalla Tex 144,880 1SSS,701 5.2 | ee 116.667 
Davenport, la 114,64 220,406 + 7.6 o.4 213,200 
| Dayton, © +, 160,250 B99, 852 +S 0 Pas s11,040 
Denver, Colo 167,154 2,005 2 $5 BS 194,217 
| Des Moine li 1,559,811 1,610,625 1 7.0 138,367 
|} Detroit, Mich 4,717,269 1S75,008 10.8 (a 502 578 
Kl Paseo, Tex 2. 466,108 2 568,602 13.7 92 269.409 
lorie Pa 2,270,772 258,042 14 0 194,754 
Kevansville Ina 9 721.544 " S58.004 10.8 5 7 263.872 
Fall River Ma 8O2 840 SOT,105 8.7 S.1 76.316 
Flint, Mich 2,447,200 2,023,854 11. HO 205,63 
Fort Wayne Ina SLL | 2,542,946 a ” 50,222 
(jars Ind 1302,430 1,462,215 12.1 0.2 P51,11% 
(jrand Rapids Mich 2,102,862 195,549 -H.5 re |) POU B56 
Greenville, S. © 1,494,732 1.725,98 + 19.0 0 138.508 
Hiouston, Tex » Sa 8,408 $437,018 11.5 2.6 tS0.410 
Huntington, W Va 1,705,141 L.SGS UL: + 11. +1 161,042 
Indianapoli Ina +, 7 86,060 4,159,198 + 12.: | IN4.584 
Jacksonville Mla 170,980 288,28 8.: 2.8 295 862 
Jersey City N. J MG 553 SOS O51 rie 9% $0.52 
Kansas City, Kan HOU DSS 694,67 5.1 7.7 0,127 1,317 
Knoxville, Tenn DO056 2 559,816 94 OS 138 61.912 
Little Rock, Ark 2,144,016 152,122 SS S4 164,108 10,238 
la Anneles, Cal 6,186,108 H,454,204 7.0 11.1 $55,544 $83,732 
Louisville Ky 82,546 A204, 512 2.3 “ 266,882 oo, ave 
Lynn, Mass 1838062 1857,270 15 14 158,284 106,448 
Manchester, N. 17,634 W27,684 6.7 7.7 77,608 72,788 
“Memphis, Tenn 765.770 265.542 as 2.0 291 368 50. O84 
Miami, Fla 1ZSOSSS 1,720,226 24 7.5 321,475 20,320 
Milwaukee Wi 582,950 HOS 485 11.0 + 126.914 $52.87 
Minneapolis, Minn 8,324,934 2,995,173 2,862, ’ 13. 14 233,649 249,442 
Moline-Roeck Island 1,905,922 LOL6,586 2.139 4 +2 11. 146,300 172,214 
‘Nassau County, lL. 1 2.575 O07 983 769,660 + 29.9 1 $4,006 R1.984 
New Bedford, Mass 720,426 TMH 25 850,552 + 19. 8.1 61,712 84,714 
New Haven, Conn 2,191,448 293,312 2,452,308 11.4 6.9 191,254 191304 
New Orleans, La 41,.722,54 1,s OS4 4, tit 12 1.0 1.5 475,57 
New York, N. Y 14,376,760 14,246,878 14,035.10 24 1.5 1.13 113.606 
Brooklyn N y 1Loogaye STO507 AS su] 12 3.8 70.261 72.91% 
Norfolk, Va 2.284, 506 16,664 P4AN4 054 ~o 7.3 161,000 207, 354 
Oakland, Cal 1LSOS8 7 2,184,628 2,126,938 12.0 2.4 148,136 ISO, 862 
(oklahoma City, Okla 02 1S72,59S8 1,992,970 16.8 -H4 158,970 VW77.954 
Omaha Neb L376,55% 1,435,002 1,421,157 + 3.2 1.0 120,075 120,145 
Peoria, Il 2,615,463 TOR 935 2,930,588 + 12.0 s 231,539 OL TT 
Philadelphia Pa H#STOS20 6,976,052 7,272,453 + 5S ® af3 g80 642,70 
Phoenix, Ariz 1,836,268 080,23 2.15 nD 17 172,354 179.5 
Pittsburgh Prat $917,164 »1¢ rive 224,016 6.2 1.2 $15,310 OH HS 
Portland tore 027,859 1oo9968 HON 509 1 14.0 192.200 235 7 
Providence it l 1,024,433 2, S58,370 919,517 4 2] 216,487 "34.04% 
Reading a 77,049 2.026, 680 2340,214 1.4 7.4 193, S86 163,24 
Richmond, Va O42 G2S 2 GOS 220 » QV ¢ 1s 4 oF 229 800 271.4 
Rochester, N.Y ,O27,014 TSS,O80 H71,402 1.2 1.8 ZS6,118 545.0 
Rockford, I 91,282 1,69, 85¢ 2,319,571 22 17.8 01,586 53,0 
Sacramento, Cal 1,995,070 1,852,130 014,08 1.0 8.7 30,354 240.4 
Saat Antoni lex GRO.89 1.789.925 1.966.459 16.4 ’ 192.285 197. 
San Diew Cal INS T.ONE i74 j SOR. 084 6.1 17.0 163.282 ‘ 
Settle Wiasl 710.9] ‘ aS s] Hou ‘ y PUSS 4 
Seutl Bend Ina ] 1,28 1,248,881 1,369,822 y 4 10.0 110,232 ] 
Spokane Wash LcO9 34° 1 15,612 L4S2,44¢ 3 y 112,812 11 
St Loui Mea '.422,9 $451,500 £.50S,2¢ 2.4 2 82.295 \ 
St aul Mint »4 632 > 67 40 ? 460,662 1 x0 re | 777 224 
Syracuse, N.Y SS0,962 1,635,784 2,.745,14 1.7 67.8 121,786 ‘ 
Ta ma Wasl 71,904 L615 ,41¢ 1.585,654 7.3 1.9 124,950 14% 
Tampa Fla 1L621,10 OLOLASS 18S6,158 19.4 4.7 222.080 154 
Toront qint at 4,111.61 641,06 t.072,472 1 4 P98 275 11 
Troy NX \ 6.07¢€ ST BRO 1.008.448 F 2.4 RN 550 1‘ 
Tu ik! 177.@5¢ » 985 710 >» 344 ‘ ; 4 193.94 ? 
\“ hineteor I» ¢ 148.6 S 916.838 S200 i 16 La 77 1 7 
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l 44 i 1s t+ tt 7 9 PS .SuOL2OF4 
| Atlanta Georsgiar ind) = Sunday America < ed ‘ Spokane Pres discontinued March 1I°* 
publication De« 17. 19249 S Commercial Appeal published 3258-paeks 
Chicagko Herald & Exan liscontinued Aug &, 1939 issue Jar 1 1940 ontaining 428,84 
Minneapol Star and Journal merged Aug. 1, 1939 vertising 
j Newsday launched Sept 40 Svracuse Journal published 100th Anr 
Oklahoma New discontinued Feb ' 193% tier March 20, 193%, containing 216.0 
6 San Diego Sun suspended publication Nov. 2 193% vertising 
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Although almost three-fourths of | I 5 as 


the stockholders of York Ice 
chinery Corporation assented to a 
proposed merger and recapitaliza- 
tion of the company at a stockhold- 
ers’ meeting held March 25, action 
was deferred until May 20, because 
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Quaker Oats Tests 
life, Baby Cereal, 
in Newspapers 


Chicago, April 2.—Quaker Oats 
Company, not content with a major 
diversion in the form of a test with 


Q-0 pread, a loaf currently being 
in one city in Indiana in 
cooperation with a local baker, as 
exclusively reported in the March 


testea 


94 issue Of ADVERTISING AGE, is also 
currently testing the appeal of a 
new “instant enriched wheat ce- 
real,” yelept Life. The product has 
jistribution, according to reports, in 
nly two markets—Rockford, IIl1., 


ind South Bend, Ind.—where it is 
promoted via newspaper 
idvertising. Missionary work among 
the medical profession, to gain the 


peins 


approval which is so important with 
baby foods, is also being under- 
take! Sherman K. Ellis is 


igency 

Expansion On many fronts seems 
to be the order of the day at Quaker 
Oats. The company recently pur- 
chased control, along with American 
Dairies, Ine., of a process for using 


ta B, content of grass, and a 
ne ompany, Cerophyl Laborato- 
ies, Inc., has been organized to 
iev vitamin products in this 


nanne 


MUM CHECKS MAN 
APPEAL IN FOUR SPOTS 

New York, April 3.—A deodorant 
specially packaged for men made its 
appearance this week when Bristol- 


LAYOUTS 
) LETTERING 


ILLUSTRATING 
RETOUCHING 


STRIBLING CZssoccziLeoz 


140 South Dearbora Street 


ju 


Chicage. Hl 


the | 


| Lotion. 


wren 
teed @ ene, pete 
feed made athe em perented wreces = 


Tee STORY OF 
a 


Quaker Oats Company takes another 
flyer with another new product—Life in- 
stant enriched wheat cereal, with 750- 
line copy running in a limited test. This 
copy ran in Rockford, Ill., newspapers. 


Myers Company launched promo- 
tion for “Mum for Men” packaged 
in tubes, with initial distribution in 
four cities. 

While Bristol-Myers has long 
suggested Mum as a deodorant for 
men, the package is new and the 
campaign will seek to discover 
whether men prefer a tube to a jar, 
according to Robert B. Brown, 
advertising manager. There has 
been no change in the product. 

Copy, appearing on sports pages 


in newspapers in Hartford, Nash- 
ville, Richmond and Columbus, 


combines a selling appeal with an 
announcement of the new package 
Weekly insertions scheduled 
over a_ period of approximately 
four months 


PHILLIPS IN LONG TEST 
ON DEODORANT CREAM 


New York, April 3. Chas. H. 
Phillips Chemical Company, make: 


are 


of Phillips milk of magnesia, has 
just launched a newspaper test in 
five markets for Phillips’ Deodorant 


The company does not ex- 


| pect to go into national distribution 


with its new product until 1942 


* + 


FREEHOLD Ge» 


LIBBEY: OWENS: FORD GLASS COMPANY 


5S DEPARTMEN 


TOLEDO, 


Vr. William A. Edwards, 
reehold, 

2 ¥. Monroe Street, 
hicago, Illinois. 


Dear ; 


ill; 
It may 


reehold 


In vour field, as 
Freehold is one of the top 


at matter, 


i004 luck? 


intere 
response from operative home builder 


Nargazine has been most 


OHIO 


t you to know that the inguiry 


to our advertisin- in 
cratifyina. 
well as in some others for 


pullers. 


LIEFEY.OVENS FORD GLASS COMPANY 


ZEA beg Zo 


Jeneral Seles Fromotion “anscere 


| 


Newspaper copy, most of it in 
small space (see 85-line two-column 
copy on Page 1), has been re- 
leased in Rochester, Cleveland, Cin- 
cinnati, St. Louis and Dallas. Dis- 
tribution is being limited to drug 
and cosmetic outlets in these mar- 
kets. 
| The product, featured as “not a 
| liquid, not a paste,” is being pushed 
jin a 2%-ounce jar with an adver- 
| tised price of 35 cents. 


INSTANT VEGETABLE SOUP 
| TESTS IN THE EAST 

New York, April 1.—As a possible 
prelude to national expansion, 
American Diet Aids Company, 


Yonkers, has launched a test cam- 


CUT YOUR 
CALORIES 


This easy new way 


a 
New tablet instantly makes 
vegetable broth with Vitamin B, 
Just add hot water to a SOUPLET and 
there's the main dish of your lunch 
or supper... real vegetable broth yer 
only 12 calories (most reducing diets 
allow 1200 calories a day). Each 


SOUPLET has as much Vitamin B, 
\\\ - 
sy 


as '4 pound beefsteak. A 
steady supply of this vita 
min ts essential for health 
and energy 

©, Gimbels, Blooming 
date +, Metreery's, Stern « 
Gristede’s, Abraham & 
Straus, Brocklya, and wher 
18 for 49¢ 


stores 


in 


here 
leading Connecticut cities in behalf 


paign newspapers and in 


of Souplet, a new tablet which 
“instantly makes vegetable’ broth 
with Vitamin B,.” A schedule has 


also started in the The N 

Each Souplet tablet, according to 
introductory copy, has a_ vitamin 
content equivalent to a half-pound 
beefsteak. Several different layouts 
are being used emphasizing nutri- 
tional value, low calory content and 
ease of preparation. Small & Seiffer 
is the agency 


ew Yorker. 


The first New York newspape1 
ad was a tieup with the Gimbels’ 
department store presentation of 


Mrs. Josephine E. Walter, 
Creek nutrition expert 


FREQUENT COPY USED 
FOR CLAPP CEREAL FOOD 


New York, April Harold H 
Clapp, Inc., Rochester, which placed 


Battle 


9 
“. 


a new cereal food on the market in 


MOTHER, LOOK! 


te 
|New Cereal Helps — 
Babies 0 Obtain 


—= 


—Nevessar ¥ tron 


TRIAL 


ee oe * 
PACKAGE FREE with every box! 


With it you will receive o gener. (OURS! 
ous 6 serving a! Package 
READ THIS GUARANTEE! 


pp’ Ce 


® Listes to Mother (1) Mige”’ 


~~. 
Every Weekday WHAM—4 POM SS /9 


\ 
MADE OY THE MAKERS OF CLAPP 'S BagY — 


February, is now promoting the 
product in Rochester, Louisville, 
Detroit, Minneapolis, Providence, 


Springfield, Mass 
Hartford. 

Newspapers in these cities began 
to carry copy for the new cereal 
about two weeks ago, with each 
schedule calling for seven weekly 
insertions. Young & Rubicam, New 
York, is the agency. 


DERBY FOODS PUSHES 
PEANUT BUTTER TEST 


Chicago, April 3.—Newspaper 
copy is breaking in 23 selected mar- 


, Indianapolis and 


Fr 
} 


kets for Peter Pan peanut butter, 
product of Derby Foods, Inc., Chi- 
cago. Greater distribution is sought 
With the advertisements spotted to 
break with the appearance of Peter 
Pan girls, costumed young 
who are aiding the campaign. It 
started in Florida, and is in Des 
Moines now. The Hartford Times 
of March 27 carried a small adver- 
tisement urging that a postcard be 
sent to Derby Foods, Chicago, for a 
free two-ounce sample “if your 
dealer can’t supply you.” 


P & G TESTS STRIP 
SHOWS ON KTUL 

Tulsa, April 2. Procter & 
Gamble Company will test three 15- 
minute strip periods, Mondays 
through Fridays from 11 to 11:15 
a. m. CST, over KTUL, Tulsa, on a 


ladies 


52-week basis, beginning April 28. 
The programs will be “Life Can 


| Be Beautiful,” for Ivory; “Right to 


} 


| 
| 
| 


Happiness,” for Crisco, and another 


as yet undecided which will be 
sponsored by Oxydol. All three 
strips will be transcribed and are 
a test for the Southwest 
Pynchon Medals Given 
Three prominent citizens of 
Springfield, Mass., were added to 


the roster of the Order of William 
Pynchon in impressive ceremonies 
during the William Pynchon dinner 
given by the Advertising Club of 
Springfield recently. Those honored 
were Rev. John H. Nolan of St. 
Peter’s Episcopal Church; Mrs. 
Grace Pettis Johnson, curator of the 
Museum of Natural History; and 
the aged Negro humanitarian, Alex- 
ander Hughes. 


Sure-Strike Names A. M. 


Allen Ballsieper, formerly art di- 


rector of the Frederick C. Schnake 
Advertising Agency, Milwaukee, 
has been appointed advertising 


manager of Sure-Strike 


Company, 
Milwaukee 


Women Give Awards 


| Feigenspan in Newspapers 


Christian Feigenspan Brewing 
Company, Newark, N. J., brewer of 
P.O.N. beer and ale, will continue 


to use newspapers in its 1941 adver- 
tising schedule, employing 69 dailies 
in New York, New Jersey and the 
New England states in a year ‘round 
campaign. Radio programs on 14 
stations, painted bulletins, 24-sheet 
posters and point-of-sale material 
will supplement newspaper copy. 
|E. T. Howard Company handles the 
account. 


Kean in Army 

Jules Kean, who formerly con- 
ducted an advertising agency at 13 
S. 21st street, Philadelphia, has been 
inducted into the army. and the 
agency has been dissolved. 


— 


ECONOMICAL REPRODUCTIONS 
BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.63 
additional 100's 22c—All sizes 


. 
Free Descriptive Manual; Complete Price 
Schedules Available. Ask For Them 


LAUREL PROCESS CO. 


480 Conal Street, N.Y.C. WAlker 5-0526 


OU know that detours are 


always irritating, generally 


costly — and sometimes the 


Virginia M. Walsh, a junior at 
Rhode Island State College, was | 
presented the Elizabeth Williams 
award at the annual dinner of the 


Women’s Advertising Club of Provi- 


dence March 24, for submitting the | 


best essay on “Freedom of the Press, 
an American Tradition.” The award 
is given annually in memory of Miss 
Williams, a_ veteran Providence 


newspaper woman, who died seyv- 
eral years ago 
Schwencke to Best 

O. L. Schwencke Land & Invest- 


ment Company has appointed Frank 
Best & Co., New York, to handle its 


advertising. Newspapers will be 
used 
WILLIAM COCHRANE 

Red Oak, Ia., April 1.—William 
Cochrane, 73, president of the 


Thomas D. Murphy Company, cal- 
endar printer, died of a heart attack 
March 27 in Los Angeles. He was 
la past president of the Nationa] 
| Advertising Specialty Association. 


WALTER P. WESSNER 
April 1.—Walter § P. 
| Wessner, 52, in the advertising de- 


Chicago, 


| partment of Armour & Co., for 27 
years, died here last week 
| _ 
CLYDE M. DAVID 
Los Angeles, April 1.—Clyde M 


David, publisher of the Daily Jour- 
nal of Commerce, New Orleans, 
publisher of the New 
Shipping Guide, died here at the 
of his brother, O. J. David, 
well-known Pacific Coast publisher, 
| recently 


and 
also Orleans 


home 


JAMES J. BRADY 

Chicago, April 1.—James J. Brady, 
business manager, New World, 
Catholic publication, died here. He 
had been associated with the publi- 
cation for 39 years 


WILLIAM S. CHERRY 


Providence, March 31.—William 
S. Cherry, 73, president of Cherry 
& Webb Company, owner of depart- 
ment stores in Providence, Fall 
River, New Bedford and Lowell, 
and also owner of WPRO, Provi- 
dence, died here March 29, allegedly 
a suicide 


. Why 


suffer these handicaps in 


cause of serious loss . 


your printing or other produc- 
tion needs? Why have your 


printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork? . 

When you put selling vehicles 


| on the straight, smooth, fast pro- 
duction route —Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bow! merrily along; arrive on 
schedule — clean and hand- 
some, fit to carry your sales mes- 
sage with honor . . . You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 


productive work we are doing. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
You, 


can now enjoy its 


service too, 


many advantages 


aN 


Painting 


© fiahly 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


Youcan use one orall,justas you wish, 
but all are here, ready to serve you... 
Speed,economy, satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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Philadelphia Is Roaring 
With Rush Orders 


OR ADVERTISERS, sales prospects in 

Philadelphia are now the best in a decade. 
Torrents of national defense orders are 
pouring into this vast metropolitan manu- 
facturing area —“‘Arsenal of America.” 
Awards for the Philadelphia District already 
exceed $1,451,000,000—about 40% of which 
will go into wages. As Philadelphia answers 
this stupendous call of total defense with 
all-out effort, advertisers may well review 
their Philadelphia budgets .. . for “total” 
selling with “all-out” advertising. 


@ Don’t let anyone tell you 
that the Philadelphia Market 
stops at the municipal bound- 
aries. You want city circulation, 
of course; but is that a// you 
want? For instance, one of the 
busy defense centers near 
Philadelphia is... 


JENKINTOWN 


Jenkintown, in Montgomery 
County, is located just eleven 
miles north of Philadelphia. 


The April 


The principal industries are 
sheet metal products and wood- 
working. 

Although usually thought 
of as a residential suburb of 
Philadelphia, Jenkintown plays 
an important role in rearma- 
ment. To the Standard Pressed 
Steel Company, located here, 
awards exceeding $2,400,000 
have been made for bullet 
cores, primer heads and am- 
munition components. 


Inquirer Is FIRST 
In Philadelphia 


Beyond question, The Inquirer is Philadelphia’s 
leading newspaper— FIRST in retail advertising... 
FIRST in national advertising... FIRST in total 
advertising in which The Inquirer has led the 
field for seven consecutive years. Advertisers 
know that in every city the newspaper preferred 
by retail and national advertisers is usually the 
newspaper which leads in classified advertising. 
A newspaper cannot lead in want ads unless it is 
an outstanding selling medium for al/ advertising: 
hence the significance of The Inquirer’s twelve- 
year supremacy in “classified” — the advertising 
of the people. Annual Media 


Records Figures 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


adelphia Anguirer 


PUBLIC 


LEDGER 


For 112 Years a Philadelphia Institution 
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April 7, 1941 ADVERTISING AGE 


R EVI E W L. J. Abrams, advertising manager, Chicago Times; J. H. Sawyer and Tom 
Walker, Sawyer-Ferguson-Walker Company; and J. L. Clark, local advertising 
Talking over the merchandising plan for General Petroleum Company's radio 


manager, Chicago Times, at the NAEA meeting in French Lick Springs, Ind. 
campaign are (left to right) Harry Witt, southern California sales manager for 
CBS: W. B. Curtis, advertising manager, General Petroleum; Harry Drum, vice- 
president, Smith and Drum, the agency; and George Moskovics, Columbia Pacific 
Network sales promotion director. General Petroleum starts sponsoring "| Was 


There" on a nine-station Columbia Pacific Network April 27. 


DISCUSS NEW RADIO CAMPAIGN 


PUBLISHERS AND REPS TOGETHER 
aig BF - Se > 


TOAST "BARREL OF FUN" 


GATHER AT NEWSPAPER MEETING PEPS UP MEET 


Y 


Vive 
$ 


Emil Brisacher, president of Brisacher, Davis & Staff, the agency; Walter G. 

Tolleson, account executive, Station KPO, San Francisco; and President Karl F. 

Schuster of Acme Breweries are toasting the radio show ‘Barrel of Fun," which 

Acme will broadcast in northern California, Alaska and Hawaii. They're standing 

alongside an Acme beer vat. The program is also being sponsored by leading 
breweries in other sections of the country. 


b 


Roger W. Reynolds, advertising director, and C. Walter McCarty, managing 
editor, Indianapolis News; W. D. Keenan, advertising director, Indianapolis Star; 
Mark Feree, business manager, Indianapolis Times; and Grant Stone, advertising 


manager, Cleveland Press, photographed at a NAEA session. x NEW SAFETY TRADEMARK 


Stewart McHie, president, Hammond, Ind., Times; Jack Snyder, Gary, Ind., Post- 
Tribune; John Jerome, advertising manager, Minneapolis Tribune and Times- 
Tribune; C. A. G. Kuipers, president, Burke, Kuipers & Mahoney, Chicago. 


me 7, \ P 
: ‘ . , a The International Affiliation of Sales and 
d Advertising Clubs expects its convention 


in Toronto, May 2-3, to be hot enough, 


+ 


“ye 


i but just in case things get dull Florenza, An eye-winking “Kopp,” but a new safety slogan, "Drink Wisely! Drive Safely,” 
a : the flame dancer, will be on hand. She is counted upon by the Koppitz Brewery, Detroit, to help police reduce traffic 
ott e ° sage . ° ° ° . . 
Sl i alll is positively guaranteed to burst into accidents. This trademark point-of-sale display gets an okay from L. P. Hicks, 
flame at the right moment during the advertising counsellor; B. A. Koppitz, president, and W. M. Pearson, general sales 
Dana Carroll, Indianapolis News; Ralph Rockwood, John E. Lutz, Chicago; Robert convention. 


manager of the brewery. 
Drew advertising manager, Milwaukee Journal; and William Wallace, advertising 


manager, Toronto Star. 


COTY PUTS TRAVELING GLAMOR GIRL SHOW ON ROAD 
SANDWICH APPEARS IN NEW DRESS 


Sand <\ 


ORES 


PANY 


iT coM 
oO wATIONAL pisculT . 
OT 


avant 4d 


Creme Sandwich 


A new wre 


variety of pper which suggests the use of Oreo Creme sandwich with a 
lety of f; 


uits and desserts has been adonrted by the National Biscuit Company. 
w" are the previous Oreo wrapper—which suggested only afternoon tea—and A scene from “Make Up and Live,” complete traveling road show which Coty is now putting on in department stores 
below, the new package design. throughout the country. (Story on Page 22.) 
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INSTITUTIONS Magazine gives you an 
audience of over 250,000 reader-buyers 
of the la rae consumer classification. 


INSTITUTIONS Magazine furnishes the 

stability which can only come from an 

organization with more than 51 years of 
successful publishing experience. 

INSTITUTIONS Magazine offers com- 

plete 3-Way coverage of readers, sub- 

jects and institutions. 

1. Among Readers, it reaches over 
250,000 owners, operators, purchas- 
ing agents, housekeepers, dietitians, 
superintendents, outfitters and others 
who control purchases. 

2. Among Subjects, it is confined ex- 
clusively to equipping, furnishing, 
decorating, maintaining, remodeling, 
managing. 

3. Among Institutions, it reaches the 
following types with over 60,000 
copies monthly: 


Hotels Real estate depts. 
Restaurants of insurance 
, ial _ Companies 
ee neette Railroads and din- 
Hospitals ing car systems 
: Steamship Lines 
— Power and gas 
Colleges Gecetnent 
Homes for Aged, institutions 
Fraternal, Veter- Wholesale depart- 


ans’, Blind, etc. 


ments of depart- 
Y. M. C. A.'s, and 


ment stores 


if Ae Asylums 
Clubs Penal institutions 
Outfitters or and jails 

jobbers Motels (Motor 
Janitors supply Courts) 

houses Architects specializ- 
Commercial ing in institutions 

Buildings Manufacturers’ 
Apartment buildings agents 


= floor covering to silverware... 
from insecticides to cleaning compounds 
... from electric power plants to laundry 
machinery, INSTITUTIONS Magazine 
provides the only single medium for this 
broad range of products . . . products 
used in the equipping, furnishing, decor- 
ating, maintaining and remodeling of all 
types of institutions . . . products which 
are essential to the successful operation 
of all institutions. 


As just one example, here is what a con- 
sistent advertiser has written to his 
distributors: 


“Oneida Hotel Plate (advertis- 
ing) is concentrated in INSTI- 
TUTIONS Magazine because it 
is the best magazine in its field 

. it has the biggest circula- 
tion... it is the most carefully 
read and it goes to your logical 
prospects.” 


“The biggest circulation’—Each month 
INSTITUTIONS Magazine is read by 


4’. 


WP 


ONEIDA LTD. 
Poms aiy ONEIDA COMMUNITY, Linerree 
ONEIDA.N.Y 


SALES DEPARTMENT Pobruary 13, 1941 
one 
Tou will like Spring Ad feing meita 4 
Before you look the campaiam in the attached leaflet 
ou will be interested + come behiad the ecenes ant ee ” @ . 


the topnotch cartoontet whose work 


* admired tm all the beet magerioes Mivertioing quet get «attention, 
4 it's «@ good hat so reader of INSTITUTIONS will ever ries « 
t ty Stele 
, BALANCED PLATE the aanufacturing feature of Onelde 
Rotel Plate that seane longer wear, detter value to r customers 
The cross-section picture of an Sneida Motel Plate « 
telle @ convincing etory to the bayer whe te lookt "the = 
hie soney." Olives your salesmen @ grand telicing 
‘ — FUL PATTERNS ~ and « reminder in every a4 thet 
~date tadle service Orings cuetomere dack, elle more food. 
ae a o> anaes 6 Toe plagging op . y 
ae well a8 to efficiency 
THE BEST MAGALINE [8 THE FIELD Sneida Hotel Plate le 
coscent ated ia IBSTITUTIONS because it hae the Piggest circulation 
50,000 «1 Deonase it te the soet carefully read and be t 
goes to your logicel proepecte for noida Hote late 


And now take @ look at the ade ant ee if you fon't agree 
with ae that se other lise gives you euch atvertising support «0 
Ve will be interested in wrtes 3 write os how y tee 


Reproduction of a recent letter sent to Oneida Ltd., distributors 


over 250,000 readers in 60,000 institu- 


tions throughout the country. 
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